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And now Fleischmann’s yeast is 
yeing advertised to the canine 
market. All that is missing is the 


statement of some big Viennese po- 
lice dog, saying “Woof, woof.” 


v v v 


Shell of California is using a “Be- 
it or not’ cartoon series on the 
Pacific Coast. And, believe it or 
not, Pure Oil is doing the 
thing elsewhere. 


lieve 


_— a «6 


Burr Blackburn, of Household 
Finance, believes that the consum- 
er has lost faith in adjectives. Es- 
pecially those ending in “est’’? 


7, FF F 


Advertising has done a Mae West 
for business by introducing upward 
curves to sales figures, Philadelphia 
women assert. The origin of this 
cute remark could have been no- 
where other than Broad street. 

v YF v 

lineage in February 
was up a mere 55 per cent. Busi- 
getting so good that even 
the implement manufacturers are 
thinking of advertising. 


Farm paper 


ness is 


, + F 


Frank Merriwell will be the hero 
of a new Dr. West radio series. 
But how are they going to get that 
famous deable-shoot into action over 
the air? 


v v v 
Too many merchants, General 
Cigar feels, have had a laissez-faire 


attitude toward advertised products 


Half the phrase describes the sit- 
vation, 

v v v 
They say Ed Kobak, now sales 
hief of NBC, has placed some ad- 
vertising with Business Week. The 
advertising man who believes his 
own story has finally been discov- 
ere 

v v v 


The A. B. C., ADVERTISING AGE 
points out, has been on the job for 
twenty years. It must seem a lot 
longer to some of the publishers. 


v v v 
P&G ‘ 
soothing ingredient used in expen- 
‘ive hand lotions.’ At last dish- 
‘ashing is on the road to assured 
hopularity. 

v v v 
General Mills has started a cam- 
jaign to increase bread consump 
lion. The best way is to put raisins 


iside and jelly on top. 

vw, 
The net result of all this -debate 
bout éoffee fresHness if that some 


old-timers are going right out 


id buy coffee-grinders. We'll man- 
facture our own dates. 

. v v 
“Often, in spite of ourselves,” con- 
‘esses Bruce Barton, “these insur- 
‘Nce men persuade us to do what 
best for ourselves.” 
They're just like these advertising 
len 

* + 9 
Southern Pacific sees a new in- 


rest in Mexico as a travel obje 


‘ve. Perhaps those interested in 
' tamales are looking for Lupe 
'elez’s sister. 

v v v 
The automobile industry certainly 


‘lieves in advertising. 
les in paid 
“Wspapers are 
‘tr Page One. 


It even pub- 


already 
Copy Cus. 


same) 


Naphtha Soap contains “a 


space the facts the | 
splashing | 


MOUTH WASH IN 
POWDERED FORM 
IS INTRODUCED 


Wildroot Company Offers 
‘Pint for a Dime’ 


Buffalo, N. Y., March 22.—A powder 
| which is dissolved in water to pro- 
duce an antiseptic mouth wash at ten 
cents a pint has interested the pub- 
| lic sufficiently in tests to indicate a 
| national campaign by the Wildroot 
Company, sponsors of the new prod- 
uct, in the near future. 

Wildroot has also renewed its ad- 
vertising on its hair tonic on an 
enlarged scale in magazines. Both 
accounts are handled by Batten, Bar- 
ton, Durstine & Osborn. 

Full pages on the new mouth wash, 
known as Five Star, have been used 
in Buffalo papers. Smaller space, 
ranging from 42 to 800 lines, has 
been tested in Erie, Pa., Canton, O., 
Syracuse, Binghamton and Elmira, 
N. Y. Radio was also used with spot 
broadcasts over WHEC, Rochester. 

“Now make your own antiseptic 
mouth wash at home this easy way,” 
said the heading of one full-page ad- 
vertisement, which continued in this 
vein: 


Cost Is Stressed 
“Nearly everyone recognizes the 
need of keeping mouth and throat 
clean and refreshed by the regular 
use of a good mouth antiseptic. But 
in many homes, the cost has been 
prohibitive. Even one good gargle 
a day by the entire family has run 
into real money. 

“Five Star Antiseptic has changed 
all this. At ten cents a pint, you can 
forget the cost. And remember, we 
could not give you a better mouth 
wash at any price. Five Star con- 
tains four active germicidal ingredi- 
ents. It kills germs rapidly and 
penetrates powerfully, as proved by 
many tests. Each package bears the 
Good Housekeeping Seal of <Ap- 
| proval,”’ 
| A box addressed to physicians, 
dentists and pharmacists was some- 
what more conservative. It said: 

“We believe you will agree with us 
that a good oral and general anti- 
septic at ten cents a pint is a boon 
to the American public. No wild 
curative claims are made for Five 
Star Antiseptic. 

“It is a 
doubtedly 
market 


good oral antiseptic, 
better than some on the 
costing several times the 
price. It has been thoroughly tested 
by a number of expert bacteriolog- 
ists. It has a pleasant, refreshing 
taste and it is entirely harmless if 
swallowed. 

“We will gladly send to any regis- 
tered physician, dentist or pharma- 
cist, on request, a complete statement 
regarding the germ killing and pene- 
tration tests signed by the bacteri- 
ologist of an eastern university.’ 


Cémes in Two Sizes 


Five Star Antiseptic Mouth Wash 
iis sold in two sizes. A ten-cent pack- 
age ig availale, while a 25-cent pack- 
fge ¢ onttins “three envelopes, each 
making a pint® 

Five Sta¥ = iS the only general 
mouth antiseptic? being marketed in 
powderet@ form, agcording to the com- 
pany. Other pow dered antiseptics be- 
ing sold are for some specific pur- 
pose. 

Each of the five stars 
| (Continued on Page 


un- 


heralds some 
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ECONOMY STRESSED 


Now make your own 
Antiseptic Mouth Wash 
at home this easy way 


asinagin Peden Onerobvee wa wakes 
powertul sate Howth Wash br 10 conte © pant 


One of the full page advertise- 
ments for Five Star seine 


“LASTEX” YARN 
MERCHANDISING 


Advertising Helps to Sell 
New Fabrics 


New York, March 22.—With an 
augmented advertising appropriation, 
“Lastex” yarn is now entering the 
national advertising limelight with a 
promise ot doing tor the textile in- 
dustry what streamlining and knee- 
action are doing for the automobile 
industry. 

This year, 
of Adamson Brothers Company, 
distributors of the yarn for the man- 
ufacturer, the United States Rubber 
Company will go far in changing 
living habits and viewpoints after the 
dulling years of depression. 

Current advertising of the yarn in- 
dicates that it has all the important 
features stressed by motor advertis- 
ers: new contours, knee action, shock 
absorption, durability and economy, 
as well as style and comfort. 


(Continued on Page 22) 


PROBLEMS TOLD 


judging by present plans | 
sole | 


tO uint, Mich., March 22.—A _ hearty 
chuckle, plus the opportunity to win 
a new automobile, complete to license 
plates, was tendered car owners of 
the country this week as the 1934 
AC Spark Plug Derby was initiated. 
Beginning April 4, a new Ford, Chev- 
rolet or Plymouth will be given away 
each week for the best 50-word an- 
swer to 
in the performance of 
having my spark 
the AC method.” 

The “plug” idea 
and the copywriter ample scope for 
humor and they have not neglected 
their opportunities. Back of the droll 
presentation, however, is a new AC 
| cleaning machine, manned by a small 
army of men at “Registered AC 
Cleaning Stations.” These _ official 
cleaning stations are identified by a 
diploma, couched in the humorous 
| vein which predominates throughout 
the advertising; and by window dis- 
plays, entry blanks and lapel buttons 
for salesmen, all of which bear the 
likeness of the grinning “plug.” 

These official dealers have qualified 
not only by taking a course of in- 
struction, but by contracting for the 
purchase of 200 AC spark plugs 
within the year. The dealers buy 
the new AC cleaner from the factory 
at cost, and make a profit of both 
cleaning and replacements. 


my car after 
plugs cleaned by 


gives the artist 


Must Contact Dealer 
| 


To enter the contest, a motorist 
poo secure an AC Spark Plug Derby 
entry blank from one of the official 
dealers. He must have his plugs 
either cleaned or replaced to get this 
blank, which ned and certified 
by the dealer. 

The most comprehensive advertis- 
ing campaign in the history of the 
AC Spark Plug Company is backing 
this sales strategy. Winners will be 
announced on AC Spark Plug Hour 
every Wednesday over the blue net- 
| work of NBC. Magazines carrying 
|the story of one wasted gallon of 
| gasoline in every ten because of dirty 
or worn spark plugs include American 


is sig 


Last Minute 


News Flashes 


San Francisco, Cal., March 23. 
will be presented here tomorrow 
begins a program over the CBS-Don 
not end until midnight. 


chestras and bands, 124 singers, 27 
masters of ceremonies, 22 writers ¢ 
and 18 technical engineers. 


ern programs. 


been placed with Lord & Thomas, T. 
nounced today. The appointment is 


Chicago, March 23.—Lewis M. W 
& Cunnyngham, and John R. Reilly, 
Crowell Publishing Company 


The program will originate in eight studios, 


9° 


It will be interrupted only to ac 


and Marshall Field & Co., 
liams & Reilly, an advertising agency, at 6 N. 


13-Hour Continuous Program for General Petroleum 


—Radio’s longest sponsored program 
when 


reneral Petroleum 
Lee network at 7:30 a. 


Corporation 
m., which will 


and will require 16 or- 
comedians, 25 dramatic artists, ten 


and producers, 15 musical arrangers, 


commodate previously scheduled east- 


Lord & Thomas New Agency for Armour 


Chicago, March 23.—The advertising account of Armour & Co. 


has 
F. Driscoll, advertising manager, an- 


effective at once. 


Williams & Reilly New Chicago Agency 


illiams, for many years With Williams 
formerly of the Chicago Daily News, 
have formed Wil- 
Michigan Ave 


“The improvements I noticed | 


| Cappers 


| papers, 


Humor, Prizes Whet 
Interest in New AC 
Plug Cleaning Drive 


Legion Monthly, Collier’s, MacLean’s, 
Popular Mechanics, Popular Science 
Monthly and the Saturday Evening 
Post. 

The farm field will be reached by 
Farmer, Country Gentle- 


CERTIFICATE 


AN 


Tiploma 


Raow pe bp these presents that 
has demonstrated his ability as a plugger in aiving the 
spark of life te Worn and dirty pluas and is hereby 


dubbed (ff, . 
MU - COO 1% 
fe missing meters ant ag motorists amd ie duly sed prey thon sed te 
pode oil Senailkal ccies f°MMGAE ati ab tae awd Wa Oo 0 
Kms and ("bzw * 
( Kat Vutd i & f ae, a. Cds 


”?. ane . 
(fe (f€aeeen sc vee. 


Fite enon 


Dealers who tie up with the cam- 
paign get this handsome diploma. 


Farm 
Farmer, 
The 


man, 
sive 


and Ranch and Progres- 
as well as two Canadian 

Farmer and Nor’west 
Farmer. 

Metropolitan newspapers will be 
used principally to direct attention to 
the radio hour, while 6,907 posters 
will appear in 269 cities early in 
April. 

A typical advertisement in the 
series explains that “after a few 
thousand miles, oxide film, soot or 
carbon coats plug insulators, wasting 
gas and impairing performance by 
causing the engine to miss.”” Clean- 
ing by the AC method, it is ex- 
plained, “removes all oxide coating, 
soot and carbon; insulator is clean 
as new, spark gap correctly adjusted, 
saving gas, renewing performance.” 


See Campaign as “Natural” 


The new method of cleaning on 
which stress is laid consists of a 
blast of decomposed siliceous lime- 
stone, which, the company asserts, is 
the only process which effectually 
cleans the 14 mm. plugs now stand- 
ard on about 60 per cent of all cars. 

The campaign, placed by the Camp- 
bell-Ewald Company, is regarded as 
a “natural” because it stimulates the 
already keen public interest in the 
automobile industry; it coincides 
with running of the great Kentucky 
Derby; recalls the comic strip ad- 
ventures of Barney Google and his 
beloved Spark Plug; capitalizes the 
desire for economy and pride in his 
‘ar which are still prominent char- 
acteristics of drivers; and finally, 
places a new car in some lucky 
motorist’s hands each week. 

The judges for the contest are 
Judge James S. Parker, Flint jurist; 
Edward E. Rothman, of the Camp- 
bell-Ewald Company, and George L. 
Simmons, secretary of the Flint 
Automobile Club. 

The cars to be distributed will be 
bought at list prices from dealers 
designated by the winners 
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“Little Theater 
Of the Air’’ Is 
Closed byWMCA 


New York, 


March 22.—Outmoded 
by popular resentment, the “little 
theater of the air” has been aban- 
doned by WMCA. The theater, which 
seated 300, was the first accommoda- 
tion offered for the popular pastime 
of gathering at radio stations when 
famous stars were broadcasting. 

Established by Donald Flamm in 
1927, it served as the precedent that 
led the chains, as well as large sta- 
tions, to take over large theaters 
seating a thousand or more. 

“The demand for passes became so 
great that radio performers forgot 
that the primary interest was radio 
and started playing to the visible aud- 
ience,” said the statement of WMCA 
explaining the theater’s closing. 

“The buffoonery, asides and antics 
were performed at the expense of the 
radio audience, whose resentment at 
the howls and shrieks that crept into 
the microphone from those enjoying 
the performance became a matter 
of great concern to the broadcasters. 

“Many outstanding programs are 
being spoiled by the star’s effort to 
play to the audience across the foot- 


lights, and WMCA has taken the first 
step to take radio out of the theater 
and put it back in is own place.” 

The space formerly occupied by 
the little theater is being remodeled 
for an addition to the station’s 
offices. 


Special Dri ve 
On Anna Sten 
Is Continued 


New York, March 22,—Samuel Gold. 
wyn, master showman, is depending 
about 95 per cent on newspapers to 
sell his new star, Anna Sten, to the 
movie-going millions. 

Following the unprecedented “test” 
campaign in New York, Chicago and 
Montreal for the first engagements 
of “Nana,” Sten’s first picture, Gold- 
wyn has decided to use similar cam- 
paigns in nearly all the key cities of 
the country, including the 40 cities 
in which Loew’s theaters will have 
first showings of the picture this 
month and next. 

A six-day campaign has been sent 
out to newspapers by Donahue & 
Coe, Inc., approximating about four 
times the normal newspaper cam- 
paign used in exploiting an important 
production. 


The picture opened in Boston last 
Friday, where attendance has been 
much greater than that which old 
established stars have been drawing 
in recent months. 


Advertising Panned, 
Praised at Meeting 


Every phase of advertising was put 
under the microscope at the meeting 
of Women’s Advertising Club of Chi- 
cago March 20, when Prof. George F. 
Cady and Prof. Lyndon O. Brown of 
Northwestern University, and Kennett 
Hinks, J. Walter Thompson Company, 
presented a three-cornered discussion 
on advertising’s opportunities today. 

Handling their subjects without 
gloves, the three speakers presented 
the viewpoint of the consumer, the 
advertiser, and society in general. 
While flaying advertising for many 
shortcomings, they agreed that hon- 
est, informative advertising has a 
definite place in any society. 


Furlong Appointed 
Donald G. Furlong has been ap- 
pointed director of sales for the 
Thornton Tandem Company, Detroit, 
maker of a four-wheel drive for 
trucks. 


Two Appoint Wald 
Artisan Corporation, waving ma- 
chines, and Bureau de Hygiene, femi- 
nine hygiene remedy, both of New 
York, have appointed the S. Wald 

Advertising Agency, New York. 
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National advertisers by the hundreds have placed 
Meyercord Signs on their dealers’ windows and 


doors. Because Meyercord Signs say to thousands— 


to hundreds of thousands 


’Here’s where you buy that product of ours we've 
been telling you about in your newspaper and 
magazine, and on your radio.’ @ And Meyercord 


Signs say more; they say: ‘Hold on, there! Don’t 


of serious shoppers: 


? 
a EELL®) 
TIFICATESS 


3 PEMD In,> 


As) pata 
— / Feet wttattiriad ‘ 
ane 


| CALLS FOR A GOOD PERMANENT 
SIGN AT THE POINT OF SALE 


you remember? You've had it in mind to try our 
brand, and look, I’m here to remind you to buy it 


here and now.” @ Meyercord Signs say these 


we send samples or have a representative 


things in their colorful way for years. They’re made 
to last that long, and there’s no easy way to remove 
them. They cost so little, too, they're one of the most 


economical advertising mediums you can use. May 


call? 


DECALCOMANIA 


WINDOW SIGNS - 


TRUCK SIGNS + 


eccOravions BATHE MEYERCORD CO. 
= 


208 W WASHINGTON STREET CHICAGO 


NEW DEVICE T0 
PROTECT BUYER 
OF TIDE WATER 


‘Secret Detector’ is Put to 
Work on Gasoline 


New York, March 22.— Nailing 
down the pledge made Dec. 28 in the 
form of a New Year’s resolution, 
the Tide Water Oil Company this 
week broke its spring campaign in- 
troducing a new inspection plan to 
protect consumers against substitu- 
tion, dilution and other tampering 
with its branded gasoline in filling 
station tanks. 

According to Frederick B. Hender- 
son, general advertising manager for 
Tide Water, the newspaper advertis- 
ing effort has been considerably in- 
creased over the spring, 1933, cam- 
paign. This year, approximately 30 
per cent more newspaper space will 
be used. The list of about 300 east- 
ern papers has been somewhat ex- 
panded. 

Supplementary to the company’s 
advertising, some of the dealers plan 
to run their own tie-up copy. 

The headline of the initial adver- 
tisement in .the new campaign, 
“Tydol nails down that pledge, now 
protects quality leadership with new 
‘secret detector,’”’ is the keynote of 
the series. The first copy which ap- 
peared this week occupied 2,150 
lines. 

Straight Selling Copy 


Reproducing the New Year’s 
pledge advertisement, the first copy 
of the spring campaign explained 
that “the first of the year, Triple X 
Tydol challenged the gasoline in- 
dustry. It promised in Tydol three 
extra performance features combined 
in no other regular priced gasoline. 
That promise has been scrupulously 
fulfilled.” 

The new advertising is devoted to 
straight selling and pays little heed 
openly to competition. It aims to 
assure the skeptical consumer that 
delivered goods will be as adver- 
tised. 

“There has been much publicity 
during the past several years about 
not getting what you pay for,” Mr. 
Henderson said. “Racketeering and 
other unscrupulous methods used in 
the distribution of many articles, not 
necesarily gasoline, have given rise 
to a general suspicion on the part of 
consumers. The secret detector 
campaign is expected to allay this 
suspicion so far as Tydol gasoline is 
concerned.” 

The new copy says that now Tydol 
quality is safeguarded every inch of 
the way from refinery to the con- 
sumer’s car. It adds that “day and 
night, the purity of Tydol is checked 
by a patented device, a new ‘secret 
detector’ which instantly discloses 
any attempt to dilute, adulterate or 
otherwise tamper with Tydol’s qual- 
uy: 

Each time the Tydol tank truck 
visits a station, a four-ounce sample 
is removed from the station storage 
tanks, representing the residue of 
previous fillings. 

This sample is tested by an iden- 
tifier, a chemical added to produce a 
color change. If other than Tydol 
gasoline has been placed in the sta- 
tion tank, the test will produce a 
coloration indicative of the substitu- 
tion or tampering. 


Tags Tell Story 


Since trucks visit stations on the 
average of every three or four days, 
the check will be continuous. If ir- 
regularities are discovered, further 
investigation will be made, which 
may lead to shutting off the Tydol 
supply from the retail outlet, and 
removal of inspection tags. 

At the stations, a blaze of color 
focuses attention on the plan. Pumps 
containing the certified Tydol prod- 
uct are identified by means of 10x18 
inch red tags wired and sealed to 
the pump neck. 

“Inspected and quality guaranteed,” 


OPPORTUNITY KNOCKS 


DILLINGER 


SELECTED 


FORD V-8 


FOR SPEED IN MAKING 
us SENSATIONAL ESCAPE 
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dge the new FORD VBI 
on what it will do at 


MAPLE snd FAYETTE 55 
777 ST. GEORGE AVE 
RANWAY T come 


DALTON BROS 
COOK AVE CARTERET § o« 


Dorsey Motors, New Jersey Ford 
distributor, hopped right on Dil. 
linger's bandwagon with this news. 
paper advertisement, published 
right after the escape. The 
“apology” in the corner points out 
that the company is not advocat- 
ing jail breaking as a regular 
occupation. 


these tags say. “This pump contains 
only 100 per cent Triple X Tydol. 
Quality protected by Secret Detector.” 
The name of the Tydol inspector is 
written on the tag. 

Bright red ribbons lead from high 
points around the station down to 
the pump neck, drawing the 
straight to the large tags. 

Posters featuring the idea are a 
part of the program. The three. 
nights-a-week Tidewater Columbia 
broadcast introduced the idea this 
week. 

Dealer reaction during the past 
week was highly favorable to the 
plan, station men taking particular 
interest in the line, “ask the man at 
the :pump,” producing a direct sales 
stimulus in their favor. 


6 Per Cent Set 
As Markup for 
Food Retailers 


Washington, D. C., March 22.—The 
NRA today ordered that retail food 
prices contain a six per cent and 
wholesale prices a two per cent al- 
lowance for *actual wages of labor.” 

Since the food code went into ef- 
fect there had been no regulation of 
labor costs, though the code prohibits 
sale below cost including labor. 

The markup, Gen. Johnson ordered, 
will be based on the invoice or re 
placement cost, whichever is lowest, 
after deduction of all legitimate trade 
discounts, exclusive of cash discounts. 

C. W. Smith, administration mem- 
ber of the national food and grocery 
distributors’ code authority, said the 
allowance had been requested by both 
chain and independent dealers. 

The allowance will become effective 
March 31. 

Originally a ten per cent markup 
over cost had been sought to cover 
labor charges. 


“Florida Times-Union” 
Conducts Copy Contest 


In cooperation with 32 of its adver 
tisers, the Florida Times-Union }§ 
conducting an eight weeks’ copywrit- 
ing contest for amateurs, offering 
$5,000 in prizes. 

A $50 prize will be given for the 
best piece of copy written each week 
and $250 for the best advertisemen! 
during the campaign. Any amateu! 
may compete who writes at least one 
advertisement for each of the » 
concerns participating. 


H. R. Winsten with KN&R 


Harry J. Winsten, recently wit! 
William Esty & Co. and for map! 
years a partner in the agency ° 
Winsten & Sullivan, Inc., has joinee 
Kelly, Nason & Roosevelt, Ine. 4 
account executive. 
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The 
Comic Weekly 


scores another 
knockout for 


RALSTON 


SALES UP 47% 
month following the first Ralston ad- 
vertisement run February 19, 1933. 
Second month, sales up 43%. 
Evidence of “carry-over” benefit. 


RALSTON SALES CHART 


© wor 
/\ 


= 


SALES UP 156%; 


month following Ralston advertise- 
ment October 29, 1933. Second 
month sales up 38%. Another 
evidence of “carry-over” benefit. 


96 ee4What a smash 


THAT was! 


7. first Ralston color page ad- 
vertisement appeared in The 
Comic Weekly as a test on February 
19th, 1933. With a national bank hol- 
iday imminent, most everybody was 
conserving cash. Twenty-five cent 
pieces were scarce, yet Ralston box 
tops, in response to this advertise- 
ment, rolled in to the unheard of total 
of 151,355 in a period of three months. 
Each box top represented the pur- 
chase of a 25c package of Ralston 
Wheat Cereal over the grocer’s 
counter. Ralston’s total sales jumped 
24.1% in February, 47% in March, 
43% in April. 


With such a record established, a 
regular schedule of color pagesin The 
Comic Weekly was inevitable. To 
start the fall selling season, a page 
appeared in The Comic Weekly on 
September 24th, followed by another 
on October 29th. The Ralston boom 
was on in earnest. In three weeks, 


riston sales 
Increase 156/ 


after full page advertisement, October 29, 1933 


more Ralston box tops were received 
from the October 29th page than the 
first page pulled in three months.The 
inquiry cost was the lowest in Ralston 
history. With The Comic Weekly as 
the backbone of the Ralston cam- 
paign, Ralston sales jumped 156% in 
November, 38° in December, 65% 
in January. Ralston advertising con- 
tinued in The Comic Weekly during 
December, January and February. 


One world’s record could be an 
accident —but two world’s records 
within a short space of time establish 
a habit. Again The Comic Weekly 
proves itself to be the record break- 
ing advertising medium. 


If you have a taste for things big 
—big-scale markets, big-scale adver- 
tising, big-scale results—let this med- 
ium smash sales records:for you. 
For more details, call Columbus 
5-2642 in New York, or Superior 
6820 in Chicago. 


« 


c) 
“in Pr 9 


rer: 
is THE COMIC WEEKLY is not a one-time lever to lift sales, but 
rit: a flywheel to keep things going the year ’round. Campaigns in this 
ing medium gain momentum in advertising value and reader response! 
the 
eK 
ent 
: h ; 
32 } J 
© mM i C c ¢ Every Sunday, more than five million families (more than 15,000,000 people) 
read The Comic Weekly. Often front page headlines must bide their time until 
R Skippy, Popeye, Jiggs, Barney Google and other celebrities of the cartoon 
. world have unfolded their stories to an interested public. Advertisers know 
2 from experience the advantages of placing their sales messages alongside those 
py E verybody Rea ds Th e Com ics Proven attention-getters. The Comic Weekly, distributed as an integral part 
of of the 17 great Hearst Sunday Newspapers, will sell more of your goods at less 
ed cost than any other advertising medium in the world. - 
as oi 
959 Eighth Avenue, New York City Palmolive Building, Chicago se 
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Why Public Sentiment Favors the 
a= Automobile Industry 


One of the most valuable by-prod-| pointed to. This industry has been 
ucts of good advertising is public} much more backward in labor mat- 
good-will. This fact has been madejters than the automobile group, and 
evident in a most impressive way in|jt has likewise been practically in- 
the present controversy which | articulate as far as advertising is 
threatens to interrupt the progress Of | concerned. The result is that in its 
the automobile industry. In spite battles with labor the public. atti- 
of the support given the labor 8roUD | tude has been one of apathy. Thus 
by President Roosevelt and theliy spite of the great importance of 
NRA, there is no doubt that pub- 


the recovery of the steel industry as 
automo- 


back 
tive manufacturers. 

It is true, of course, that the posi- 
the Its 


progressive reference 


i¢ support is or the ; . 
lic sup} part of general business progress, 


there has been little of the keen and 
interest 


spontaneous expression of 


industry is strong. 
attitude 


to labor has always furnished stimu- 


tion of 


and support promptly extended to 


with : 
the automobile manufacturers under 


lation to the idea that the profits of | Similar conditions, 
mass production should be shared The future seems to be one in 
among owners, consumers and| which problems of public relations 
workers. The industry has been a] will be more important than ever 
leader in the establishment of high] before, and in which controversies 
wages, short hours and good work-| based on federal regulation of labor 
ing conditions, so that it enters the}and production policies will almost 
arena of public controversy with] certainly develop with considerable 
clean hands, regularity. The industry which man 
But there is another reason Why ]ages to maintain its position with 
the public feels that the position of respect to the public and its com- 
the manufacturers is sound, and that petition will be one which possesses 


ia is the fact that these companies are unquestioned good-will. This will 
a well-known, familiar friends. Ad- necessarily be based on sound poli- 
vertising maintained continuously cies, satisfactory to the public, but 


on a broad scale tor a quarter of a) one of the most important factors in 


century or more has made the great} producing the desired result: will be 
asia. names of motordom familiar to every advertising. 
aed American family Constant 


daily | This does not mean “institutional” 
use of created a| 


their 


automobiles has 


nor “good-will” advertising, but it 


feeling of denpendence 


upon means the steady, consistent pres 
sturdy and unfailing service, and has | entation of information about prod- 
created the genuine warmth of /uets and policies which is thor- 
friendship. When the automobile | oughly commercial, but which pro- 
industry is attacked the public feels | quees a favorable public attitude 


that its good friends have been un 


purely as a by-product of a merchan 
justly assailed. dising operation The the 

If a the difh | by-product) should become greater 
culties of the steel industry may be] from now. on 


value of 


contrast is needed, 


Successful Merchandising As a Unit 
Operation 


The keen interest in) packaging |important concern of theirs. Thus 
reflected in the attendance at the}a packaging conference brings to- 
packaging conference and exposition | gether all executives whose jobs have 
in New York last week under the | to do with merchandising. 
auspices of the American Manage And while in the pre-war days 
ment Association, details of which | design was considered a purely en- 


gineering the 


departments 


were reported in the March 17 issue activity, with 
of Apverrising Acre, is significant not 


only of growing the tech- 


sales 
and advertising 


interest in posed to sell what the engineers de- 


nique of good packaging, but also} signed and the factory produced and 
in the broadening area of the inter- | packaged, merchandising men have 
est of merchandising executives. | likewise encompassed design within 
More and more they see suecess in| the horizon which they must scan 
merchandising as a unit operation,|It is part of their task if they are 
in which the beginning is the design]|to keep up with the procession and 


of the product and the end is the]insure the easy movement of desir 
satisfaction of the user able goods to satisfied customers. 

It Wasn't many years ago that The ancient philosopher who said, 

packaging was considered primarily }|“I am a man; whatever concerns 

a production problem, in which the | men is of interest to me,” was the 

factory men and the traffic depart-| direct ancestor of the merchandis- 

ment were chiefly concerned. They |ing man whose attitude is, “What 

retain their interest, of course, but ]|ever affects the successful and sat- 

those whose job is to get sales have |isfactory design, distribution and 
= found that the package is also an|use of the product concerns me.” 


E. KEBBY, Secretary | 


O. L. BRUNS, Chicago 


Sup- | 


NEW METHOD OF AVOIDING THE ILLS OF JANGLED NERVES 


| 


"Camels never get on MY nerves!" 


Meyer Called ‘‘Inventor’’ 
of Reply Card in Copy 


To the Editor: We have noted 
with great interest the news article 
in your Feb. 24 under the 
heading Business Reply Cards 
in Magazines.” We note your refer- 
ence to the advertising value which 
Literary Guild has placed on_ this 
type of advertising and with all due 
respect to concerned we feel 
that credit for this idea should go 
where credit is due. 


issue of 


“Use 


those 


The business reply card as a maga- 
zine insert in consumer publications 
Was originated by the president of 


the 
time 
new 
for 


1930. At that 
working on a 


last months of 
our agency Was 
method of bringing in 
mail order advertising, particu 
larly with reference to the problems 
of book publishers. 

In November, 1930, Mr. Meyer. who 
had finally worked out the method of 
using a cardboard insert in a con- 
sumer magazine, arranged a meeting 
of the sales representatives of Atlan- 
tic Monthly, Review of Reviews, Har- 


pers and Forum, in order to discuss 
With them the idea and to obtain 
from the advertising managers of 


these various publications their reac- 
tion to the feasibility of our 
We definitely know that up to that 
time no such plan had been devised 
successfully by anyone else, and that 
furthermore the magazines con- 
cerned as well as others, were vitally 
interested in the possibilities of in- 
creasing advertising space due to the 
working out of this idea. 

The 
L193, 


following 
we 


month, December, 
were definitely assured by 
some of these publications that they 
would gladly take inserts for their 
but suggested, however, 
that a test be made before the idea 
Was made a general i 
tation. Accordingly, the first card- 
| board insert appeared in the March, 


udvertisers, 


basis of solici- 


1931, issues of Atlantic Monthly and 
Harpers. These inserts were for our 
client, the Boni Paper Book Club, 


jand in spite of the additional cost of 


cardboard for the inserts as well as 
the two pages necessary, the adver- 
tisement paid far better than any- 


thing the Paper 
previously. 


Book Club had done 


As soon as the March issue ot Har- 
pers appeared the Book of the Month 
Club started to use the posteard in 
sert and has been using it ever since. 


Subsequently we approached Wm. 
|H. Wise & Co. and the Literary 
| Guild—sugegesting to each of them 


| 
}that they use this form of mail order 


been using. We were 
each case to prepare 
ment and place it--doubtless in def 
erence to our having given them the 
idea; after which each of 
counts placed its copy 
own agency—and has done so to date. 

Our experience in the 
itypical of these 


permitted in 
one 


through its 


some of handicaps 


this agency, Jerome S. Meyer, during | 


results | 


plan. | 


copy instead of that which they had | 


advertise: | 


these ae. | 


above is | 


ee 


| with which an advertising agency is 
‘confronted today. Our agency had 
| worked on the development of this 
plan for all 
It had persuaded one of its accounts 
to try this type of advertising—with 
surprisingly successful results. But 
what is more important, it had prac- 
tically doubled the space of potential 
magazine advertisers because of the 
fact that any advertiser using a post- 


card insert must necessarily take 
two pages. Incidentally we worked 


out a system later on where each of 
two advertisers took the opposite side 
of an insert. This, however, did not 
work out practically. 


Obviously our idea could not be 
copyrighted and its results during 
the past four years have certainly 


been a boon to magazine publishers. 
If your readers were to figure out the 
|commissions we made from six in- 
jserts in various consumer publica- 
| tions, they must agree that the re- 
sults were certainly far greater than 
the earning power to the “inventors.” 
I am giving you this brief history 
because we feel that some day ideas 
of this type from which an advertiser 
and a publication both profit 
should be protected in some way or 
on some basis so that the inventors 
or those who make it practical 
ithe first time—-should be taken care 
jot on some sort of a royalty basis. 
RicHaArp A. ZINN, 
Zinn & Meyer, Inc., New York. 
|Editor’s note: While it has no 
| bearing on the validity of Mr. Zinn’s 
contention, it should be pointed out 
ithat the article cited discussed the 
use of reply postcards on magazine 
covers, and not on inserts. ] 


Falk NRA Talk 


Incorrectly Quoted 


Editor: I 


Can 


To the was. shocked 


|}by the NRA press bureau on March 
| 8. crediting me with statements 
which are the exact opposite of what 
I actually said at that code confer- 
ence in Washington, and it pained 
me inexpressibly to find that ApvrEr- 
PIsSING AGE innocently printed some 


of this material in its March 10 is- 
sue. 
In the first place, my entire dis- 


cussion was about advertising. The 
story says that I “warned against the 
dangers of limiting profits by statute, 


mail order advertising. | 


for | 


| 
| 


when I read the news release issued | 


tised goods in competition with un- 
advertised products. 

I am also quoted as declaring that 
in any given industry, “the new en- 
trant’s only hope is to undersell his 
larger competitor until he has had a 
chance to become well established.” 
Heaven forbid! 

What I actually said was that the 
newcomer in any field is obliged to 
spend more money on advertising 
and promotion, in proportion to sales, 
than is necessary after he has _ be- 
come established. If he is required 
to cover these abnormally high ini- 
tial sales expenses in the price of 
each article, right from the start, he 
probably won't get going at all. 

There are six main points in the 
NRA story; five of them are totally 
wrong; the remaining one is unim- 
portant. I wonder—how many of the 
NRA staff are traveling at a similar 
distance from the right track? 

mt. PALE, 
Director, Bureau of Research 
and Education, Advertising 
Federation of America, New 
York. 


That Giraffe ‘Biaee 
His Head Once More 


To the Editor: Apparently Febru- 
ary and March are the months in 
Which the giraffe makes his appear- 
ance each year. You will remember 
a vear ago we were having an inter- 


h 


“There ain't i no such 

i 
‘cae Citivas dc at ee 
Millions of smokers ouce said —or thought, 
“There is wo such thing ss » good Se cigar.” But 


they tried Beywh “Phillies” —wow priced at Se— 
and found out 


Se said the farmer om a0 


animal!” 


Bavok came the « 
wre then any other ciger 


the market 


“PHILLIES” 


. @e 
TORAY o> Formeriy 10 


esting little discussion with Mr. 
Getchell on the farmer’s giraffe and 


\its story and the Giratfe Orange Juice 


because of the uncertainty of price | 
fluctuations.” If anyone said any- 
thing like that, it must have been 


somebody else, certainly not I. 

My statement was that it is 
nomically unwise to require by law 
that a manufacturer earn a net profit 
on each individual article which he 
makes and sells. I pointed out that 
many ot the codes come perilously 
near to requiring this, when they in- 
clude the uncertain factor of market- 
|ing expense in the computation of 
cost below which no sales may be 
made. I showed how this type of 
price control would constitute an un- 
fair discrimination against adver- 


eco- | 


and its story. 

Recently in the Baltimore pape!s 
ihis advertisement appeared. This 
gentleman has the farmer seeing the 
picture of a giraffe and then goin 
to the zoo and finding out that there 
was such an animal, which is pret! 
close to the original but a_ slight 
variance. 

I thought you might want to add 
this to the collection that came 1 
last year. 

FRANK ORCHARD. 
Van Sant, Dugdale & C0» 
Baltimore, Md. 
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: OF 
| CHICAGO DEPARTMENT 
| STORE ADVERTISING 


A. 34% of the total department store linage 


: for 1933 appeared in The Chicago Daily 
News (against 33% in 1932). 


‘ B. 34% of the total department store linage 
c for the first two months of 1934 appeared 
- in The Chicago Daily News. 


C. 40% of the total gain in department store 
linage in the first two months of 1934 was 
made by The Chicago Daily News. 


In 1934 as in 1933 .. . and as far back as the 


records go . . . FIRST in Department Store 
. Advertising. 


|) THE CHICAGO DAILY NEWS 


: CHICAGO’S LARGEST DAILY HOME CIRCULATION 
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BITTER WINTERS 
FOR FIVE YEARS 
ARE PREDICTED 


American Radiator Starts 
Drive on “Cold Zone’’ 


the householder, who is just begin-|on a broad scale during the next 
ning to think about basking his|10 weeks, are defined as “those 
chilled bones in the _ springtime|drafty, chilly spots that caused so 


warmth on the sunny side of the 
house, on the bleak fact that win- 
ters the next five years will be se 
vere. 


much discomfort in your home this 
winter.” 


Adds to Social Problems 


Magazines Also Used It is really a breach of etiquette 


to have them around, a perusal of 


In addition to newspapers, Ameri- ; 
. some of the advertisements will 


can Radiator Company advertise- : vroaniepah : es 

ments will appear in farm papers peers. To illustrate, a soda 

and tm magasines. graph from one of the advertise- 
The list of magazines includes ments sta dn 

American Home, Better Homes and They had come to spend the 

Gardens, Country Gentleman, Coun- afternoon...then suddenly remem- 

try Life, Farmer's Wife, Home and|bered an engagement, and left 


Field and House Beautiful, House early...this was the second time it 


oe New York, March 22.—The Ameri-|and Garden, New Yorker, Sucessful|had happened...then a whisper 
, a ean Radiator Company this week | Farming and Time. overheard as they left told the truth 
began to cash in on the uncivil way A special feature of all the com-|...COLD ZONE drove the guests 
in which residents of the low tem-| pany’s advertising this year will be | away.” 
perature regions received the cold-|the design of copy and layouts to “Low temperatures of the past 
a est winter in years by starting a|conform with the editorial tenor of | winter, which was the coldest win- 
3 ten weeks’ newspaper campaign|the publications in which the ad-|ter in 15 years, have made people 
supplemented by an enlarged maga-| vertisements appear. generally aware of inadequacies in 
zine program, featuring “cold zones.” Large human _ interest photo-|their heating plants,” Mr. Herske 


The newspaper 


campaign will be | graphic illustrations will be utilized | said in commenting on the end of 


nearly twice as large during the|in newspapers and magazines of gen- | the heating season campaign 
ten weeks as the company’s entire|eral circulation. For certain in-|‘“Through our spring campaign we 


newspaper program last year. 
lies in about 140 cities will be used. 


intend to educate them to the fact 
that these inadequacies represent 


well de- 
cartoons 


Dai-| dividual magazines with 


fined editorial character, 


Executives of the company are] by Russell Patterson, O. Soglow and | entirely unnecessary inconveniences. 
determined to prevent the death of | James Thurber will add to the| “We are not, however, going to 
1933-34 blizzard and bad weather] punch of the insertions. stop there. We are going to present 


memories, at least during the spring 
They 


/ are even so an- 
noyving as to focus the attention of 


sales drive 


we 0- WS Qe 


heating equipment in terms that will 
make apparent its importance in 
human relations. ‘Cold Zone’ can 


The “cold zones,” which furnish 
the general theme, and which Ameri- 
can Radiator intends to annihilate 


Indianapolis, Ind., Feb. 8.—The Indiana National Bank announces 
plans to erect a $200,000 addition to its present structure. 


The R. and H. Miller Stores, Inc., signed a long-term lease on seven- 
story and basement building—Extensive alterations were made and 
the store opened March I|7 with a complete line of women's and 
misses’ ready-to-wear clothing, millinery, shoes and accessories. 


Klein & Kuhn, property management agency, announces closing of 
three leases with the Dollar Dress Shops, Inc. 


Indianapolis, Ind., March 2.—Gross receipts of hogs at the Indian- 
apolis Live Stock Market for January and February, 1934, were 94,- 
522 more than in the same period in 1933 (which means Indiana 
farmers received approximately $150,000 more than in the same two 
months last year—processing tax not included). Gross receipts of 
cattle, calves and sheep considerably higher than last year . . . 


Anderson, Ind., March 2.—Anderson industries report March sched- 


ules indicate another good month, with payrolls higher than for four 
years... 


Indianapolis, Ind., March 5.—William H. Block Co. announce con- 
struction of a new eight story department store building and remod- 
eling of its present structure to make one complete unit. Total cost 
of project estimated at more than $1,000,000 . . . work to begin 
at once. 


Indianapolis, Ind., March 6.—Hoosier Casualty Co. announce plans 
to construct a two story $100,000 office building. 


Average daily net paid circulation of The Indianapolis News for Feb- 
ruary, 1934, is 144,701 . . . again of 14,073 over February, 1933, 
and 3,595 over January, 1934. . . . The News can do the adver- 
tising job ALONE. 


THE INDIANAPOLIS NEWS 


ae SELLS THE INDIANAPOLIS RADIUS 


Chicago: 
Dan A. Carroll, 110 E. 42nd St. 


J. E. Lutz, 180 N. Michigan Ave. 


PROMOTES SHOW 


oa —— ene ~ 
2 ee poet oe Saat Rey oe ~ 


CUT OUT AND USE THIS FREE PASS 


STYLE SPOW 8 SPCE EXDIEN 
MARCH ID 4 1S 18 
1 AM TOT Pm. 
106... 17" & spRucE 


mart es 
Admit 2 ADULTS 1x0 CHUL BREN 


—— ——_— 
Get odditional FREE 
TICKETS ot ony Shoe 
or Department Sere 
deploying ths emblem 


Sponsored by the 75 Million Plus Club 
ol me 
INTERNATIONAL SHOE COMPANY 


tee te 


One of the interesting newspaper 
advertisements run in St. Louis last 
week in connection with a public 
style show conducted by the 75 
Million Plus Club of International 
Shoe Company. 


spoil even the warmest of hospital- 
ity. 
To Use Human Terms 

“Many people accept their existing 
heating plauts with all their evils 
as a necessary part of their exist- 
ence, not realizing that it is possible 
to gain refinements that will affect 
materially their way of living. 

“A winter such as the last one 
makes them realize that their heat- 
ing equipment leaves much to be 
desired. We expect to capitalize on 
that realization not only by educat- 
ing them as to what they can have, 
but by emphasizing for them in hu- 
man terms the importance of having 
adequate equipment that we are pre- 
pared to offer them.” 

Products stressed in the campaign 
are Ideal magazine boiler, oil burn- 
ing boiler and Redflash boiler and 
Arcola radiator heating. 


Blaker Advertising Agency is 
handling the campaign, which was 
developed under the general direc- 


tion of Arthur R. Herske, vice-presi- 
dent and general manager of sales. 
Miami Valley Paper 

Has Unique Contest 

An unusual contest, in which 
members of the Allied Service 
Agencies network took part, has just 
been completed by Miami Valley 
Coated Paper Company. The con- 
test was for various “bests” in adver- 
tising literature printed on Miami 
papers. Seven loving cups were 
the prizes. Winners were: 

Best layout, Ray Mills Advertising 
Agency, Lewiston, Me.; most unusual 
direct mail idea, Norman W. Tolle, 
San Diego, Cal.; finest direct mail 
campaign, Ralph W. Dalton & Asso- 
ciates, Troy, O.; finest art. Byrum 
Reaves, Inc., Denver, Colo.; best 
text, Oakleigh R. French, Ine., St. 
Louis; best direct mail results, Sid- 
ney Garfinkel, San Francisco; best 
cooperation, Japha Advertising 
Agency, Buffalo. 

Hugo Wagenseil Advertising 
Agency, Dayton, O., was in charge. 


Paul W. Steuart 
Moves to New York 


Paul W. Stewart, of General Mar- 
keting Counselors, Inc., has been 
transferred from the Milwaukee to 
the New York office to take charge 
of the code statistical division. 

Prior to joining General Marketing 
Counselors a year ago Mr. Stewart 
was director of market research for 
A. O. Smith Corporation and was 
formerly with the Department of 
Commerce. 

reneral Marketing Counselors, Inc.., 
has moved to new and larger quarters 
at 330 W. 42nd St. 


” 


Cocomalt Extends Series 

Sponsored by the maker of Coco- 
malt, the program “Buck Rogers in 
the 25th Century” will continue on 
a renewed contract effective April 2. 
The present schedule, Monday, Tues- 
day, Wednesday and Thursday at 
6:00 EST over WABC-Columbia. will 


continue. 


JERSEY SALOONS: 
SEEK MONOPOLY 
BY LEGISLATION 


Other Dealers Plead Case 
in Advertising 


Atlantic City, N. J., March 2] 
New Jersey newspapers and thei; 
readers this week were treated ty 
full-page display advertising appeals. 
shouting with large type, exclama 
tion points and charges and counter. 
charges, as opposing factions of lig. 
uor sellers battled over a_ senate 
amendment to the New Jersey liquor 
control law. 

The outcome in Trenton today was 
victory for “the Independent Gro. 
cers, Druggists and  Delicatessep 
Store Keepers of New Jersey,” whom 
the amendment would have deprived 
of the privilege of selling liquor in 
competition with saloons. 

The self-styled independents, 
whose full identity and organization 
was not disclosed in their statement, 
were first to rush into paid space, 
with a page display last Saturday 
which was repeated intact on Mon. 
day. The New Jersey Licensed Bey. 
erage Association and the Retail 
Liquor Dealers’ Protective Associa- 
tion brought out their page of reply 
Monday, over signatures of their 
presidents. 

The power of advertising in this 
case is not yet fully decided, how. 
ever, for a joint committee from the 
assembly and senate is mulling over 
the matter for a further report next 
Monday. 

A Heavy Barrage 


The bitterness of both appeals was 
reflected in the legislative debate at 
Trenton, where Assemblyman  Jo- 
seph Altman of this city, speaker of 
the house, declared the newspapers 
of the state “feel we are cattle and 
can be thrust into votes by criti- 
cism.” He asserted the grocers’ bar- 
rage cost $15,000. 

Both sides in the display-space 
battle argued from the standpoint of 
public welfare. The first barrage 
cried out that “the saloon wants to 
control all retail liquor sales.... 
Such a law would give the saloon 
that dangerous liquor monopoly 
which brought about prohibition.... 
Groceries, drug stores and delicates- 
sens are the types of stores which 
will keep the retail liquor business 
on a reputable, clean and honorable 


basis ... the people’s bulwark 
against ... politics.” 
The saloon men replied, with 4 


page headed by still larger type, that 
“the licensing of stores which are 
not exclusively in the liquor busi: 
ness is the quickest route to the re 
turn of prohibition. It forces exces 
sive consumption. .. .” 

In this resort city, long Known as 
wide-open, the Press-Union combina 
tion used only the grocer-delicates 
sen advertising, and accompanied it 
with two-fisted editorials. The lat 
ter referred to “a great many” of 
“the saloonkeepers of the state” as 
having been “in business even dul 
ing prohibition days,” and charged 
that politicians are backing the sa 
loons because the legitimate groce! 
“will not play that kind of game’ 
the game of politics and protection 


payments. 
“Therefore,” the editorial co? 
cluded, “politicians do not want 


them to stay in the liquor business. 
But the public should want them ' 
stay.” 


Appoints O. C. Williams 


Advertising of W. Karl Lation 
Mfg. Company, Worcester, Mass 
maker of Nu-Grip Hose Supporters 
has been placed with Otis Car! W! 
liams, Ine., Worcester advertisiné 
agency. 


Agency Gets Two 


Stirizol Company, Ossining. \. Y. 
and C-Y Chocolate Yeast Compa2! 
New York, have appointed Small. 


Kleppner & Seiffer, Inc., New York 
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Wrauartr poks IT TAKE 
TO SELL FURNITURE? 


LAST YEAR, AND FOR SEVERAL YEARS, one 


New York newspaper has carried far more furniture 


linage than any other paper in the market. 


And more linage means more money too—a lot 


more money. 


WHY DO YOU SUPPOSE these furniture adver- 


tisers spend all this money in this one newspaper? 


Why aren't the families who buy all this furniture 
a good market for you to cultivate? 
Through The News? 


DID WE HEAR somebody say install- 
ment furniture? That's right. A lot of it is. 
But the down payment is several 
times the whole price of most advertised 
products! So what of it? 


WANT TO REACH women? 
families? homes? 

The furniture advertiser ought to 
know how—and does! 

How can you go wrong, with 
so much evidence to guide you? 

And how you can go wrong — 


when you leave The News off your list! 


Majority coverage. 
More effective presentation. 


Minimum cost. 


THIS YEAR 1934 IS GETTING well along. If | 
you want to go somewhere with it in this market, get 


in The News—soon! 


THE |i NEWS 


New York's Picture Newspaper 


220 EAST 42nd STREET, NEW YORK . Tribune Tower, Chicago - Kohl Building, San Francisco 


Oye ae 
Se ere A Rita es ie 
» Cae Doge Rane On, Ole POE a Bai ail te Soe \ . : 
- Bh EG Nap . 
BPPP SE Roe niece Ree 
4 caer 
N os Ph 
pat 
eir a ho 
to nor 
an oe 
na mr : 
er- @ 3 ‘ “a 
Liq- “aes 
ate sf) a | 
as —_ Z . & ¥ 
= 7 - a ‘ahd 
‘ nx I ‘ ' 
a ee Bo ; _ 
In 1 ha se: - 
ee : ¥ : 
ts NAG, ay - 
10n () . me hie 
nt, ae : 
ice, a ae ihe 
lay & sere ie a 
on: ae 
ev. ee .: 
tail a 
cla- : ee 
¥ ee r 
eit URNITURE SO VERTISING— a1, NEw YORK PAPERS a 
his 929 * 1930 | - 1937 * 1932 | - 1933 | 2 Si 
OW: - * 
' “es NEWs 2,583,799 NEWs 2,839,767 NEWs 3,245 67) NEWs 2,873,850 NEWs 2,604,759 _ ~ 4 
ver , ‘i <a ri 
: xt Journal 1,404 9) 9 Journal 1,172 556 Journal 1,163, 128 Journal 912,19] Journal 642 344 ee 
American 1,146 34) American 854,975 American 542,948 Eagle 520,808 Eagle 496,00] Ks pe : 
waa Times 782,153 Times 636,465 Times 528,973 W.-Tel, 443,500 Times 377,562 ii 
> at ; ea : 
ie Sun 655,622 Sun 597,362 Mirror 509,065 Times 364,227 W.-Tey, 372,663 a 
y of Te 3 
er E. World 608,82) Mirror 549,47) Sun 454,974 American 334,625 American 287,013 ie as 
i Graphic 35,264 Graph. 923,803 Graph. 971,273 gun 322,814 sy, 278,683 ul 
bar- Mirror 514,66] E. World 505,905 W.-Tey. 368,578 Mirror 256,295 H. Trib, 156,997 a fe 
— Eagle 497,116 H. Trip, 451,339 H. Trib, 263,645 H. Trip, 193,912 Post 135,639 _ 
to Bak 
“age H. Trib, 469,315 Eagle 404,90) Eagle 256,94] Graphic 158 953 Mirror 5,183 a, 
s to Ps | 
ae M. Worlg 391,773 M. Worlg 266,047 Post 123,082 Post 82,159 Times y. 3,943 i) 4 
’ on : ; 7 a y 
oly Post 291,807 Post 258,738 Bk. Times 69,420 Times y. 9,553 oe te 
tes St. Union 141,981 gy Times 125 g7g St. Union 3,856 a 
i Bk. Times 117,480 sy Union 43.517 - 
able * 6 Months Ag 
“ “ Telegram 56,129 Telegram 34,144 oe F 
i a , 
a TOTAL 10,197 29) 9,264,869 8,000,554 6,472 997 5,360,792 4 
1 é 
that NEWs % of total 25.3 30.7 40.6 44.4 48.6 
are 
usi- Source. Media Records, tne 
» re 
COS: 
n as 
)ina- ; 
ites: 
dit 
lat- 
“ol ee 
> as 
dur- _ 
-ged en 
7 sa . Z 
ocer : 
; ion a 
con: 
vant ; 
1eSs. Me 
n to : Be 
: a 
Wil 5 sais 
ae e aie ere Bega hic ale Mee Cee 
es: emir weenie PES SLAB | 
any, 2 Sag ap & Sree re pe ee ak. Fate ae: TA 
‘ork. eae r oe egy ¢ f wii oh Tee ee ee SAS AS Se eae & 
SS ee ie ate Ege ccas 
DO gio. eine ie a or ee 
cere is btn see ea vee ae 
Reset phot alee 


WER EDITOR, 
IS DEAD AT 49 


New York, Cos- 


March 22.—Hugh 
gro Weir, newspaperman, motion 
picture producer, novelist, advertis- 
ing agent and editor, died March 16 
at the Medical Center after an ill- 
ness of six weeks. He had _ been 
editorial director of Tower Maga- 
zines, Ince., the publications 
were established in 1929 and six 
months ago was elected 
dent of the Amer- 
ican Spectator, lit- | 
erary monthly | 
newspaper. He | 
was 49 years old, 
Mr. Wier start- 
his brilliant | 
at 16 as a 
reporter on the | 
Springfield, O., 
Sun, later serving 
in staff and ex- 
ecutive editorial 
capacities on the 
Dayton Herald, 
Erie Times, 
Ohio 


since 


vice-presi- 


ed 
career 


Hugh Weir 


Boston 
Ntate Journal, 


American and 


Encouraged by the sale of a scena- | 


rio when he was 20 years old, Mr. 


Weir laid seige to Hollywood until | 


after some months he was appointed 
to a staff position in the scenario de- 


partment of Universal Film Com- 
pany. 

From that time until 1923, when 
he finally abandoned motion pictures, 
Mr. Weir wrote 300 scenarios and 
collaborated on others, including 
“The Hunchback of Notre Dame,” 
concluded as he was leaving the 
field. He created many of the ve- 


hicles for Pearl White and Ruth Ro- 


land in the days of serial thrillers, | 


made official motion pictures for the 
Polish government in the world war, 
and found time to turn out many 
Magazine articles and a book a year. 

Besides being editorial director of 


works were an article on the movies, 
in collaboration with Irving Thal- 
berg, and a serial “Wild Money,” 
both published in the Saturday Eve- 
ning Post. 


Once Had Agency 
His choice of plots for books gave 
| preference to adventure and detec- 
| tive stories and boys’ tales. 


Mr. Weir and Catherine McNelis 
founded a national agency in 1928 
as the MeNelis-Weir Advertising 


Agency, and opened offices here and 
in Pennsylvania. The business was 
discontinued with the founding of 
the publishing firm the following 
year. 

Mr. Weir was a collector of Dick- 
ensiana, and his collection of first 
editions and prints is considered one 
of the finest in the country. He had 
lgreat fondness for Christmas and 
made preparations months in ad- 
vance for its celebration, buying hun- 
dreds of presents and wrapping each 
| one personally. A truck was re- 
quired last Christmas to deliver his 
presents from one shop. 

He is survived by his widow, the 
former Grace Hamilton, of Washing- 
‘ton, O., and a son, John Edgar of 
Wilkes-Barre, Pa., who is a regular 
contributor to Tower magazines and 
other publications and an independ- 
ent research worker. 


Would Tax Tobacco 


An act introduced into the Gen- 
eral Assembly, Providence, R. L., 
would impose a ten per cent tax on 


all retail sales of tobacco. Proceeds 
would be about $620,000, it is esti- 
mated. 


Brown Starts Agency 


Harold B. Brown, in the advertis- 
ing business in Des Moines, la., and 


Omaha, Neb., for several years, has 
opened Brown & Co., agency, at 622 


| Equitable Bldg., Des Moines, Ia. 


May Advertise Wine 
The Michigan State Liquor Com- 
mission has again ruled in favor of 
allowing price advertising of Michi- 
| gan wines in Michigan newspapers. 


were in 
average. 


tiser’s exceptional 


and advertising. Ride 
prosperity by employing 


The Detroit 


city 
56% of all 


bined. 


New York 
I. A. KLEIN, INC. 


Detroit employment figures are as high now as they 
i923 and within 35,000 of 
Detroit is leading the nation in industrial 
recovery. Shorter hours and higher pay; Ford back 
to his famous FIVE DOLLARS a day and other 
favorable factors once again make Detroit the adver- 
opportunity. 
market challenges your enterprise in merchandising 
in on 


for your selling campaign. 


purchasing power homes—has 71% of its 
circulation 


priations—carries as much TOTAL adver- 
tising as both other Detroit papers com- 


The Detroit News 


THE HOME NEWSPAPER 


Member Major Market Newspapers and Metropolitan Sunday Papers 


the 1923-1925 


America’s fourth 


the rising tide of 
Detroit’s home newspaper 


News reaches 76% of the 


home delivered—gets 
RETAIL advertising appro- 


Chicago 
J. E. LUTZ 


Firm Starts 
To Advertise 


New York, March 22.—Hudson 
Bay Company, Inc., United States 
branch of the Canadian company 


with headquarters here, will launch 
the first real advertising campaign 
to appear over the 264-year old firm 
name with copy on spirits and forti- 
fied wines in July issues of a large 
list of class magazines. 

Anderson, Davis & Platte, Inc., 
will be in charge, acording to the 
announcement by A. E. Van Bibber, 
managing director. It is probable 
that the majority of insertions will 
be color pages and that historical 
material will be freely used for copy. 

Known in this country principally 
for fur-trading activities and famous 
Hudson’s Bay “Point” blankets, the 
Canadian company owns and op- 
erates ten department stores’. in 
leading Canadian cities, five whole- 
sale establishments, 263 fur trad- 
ing posts, 86 steamships and motor 
vessels, two and a half million acres 
of farm and pasture lands and nu- 
merous subsidiaries. 

Though never introduced in the 
States, the company’s spirits have 
been imported into Canada for more 


than two centuries. Brandy is the 
first spiritous importation men- 
tioned in the company’s archives. It 
must have been pretty good, fo 
some excellent testimonials, which 
may again see the light of day 
were received in short order from 


distinguished persons. 


Style Stressed 
In New Matrix 
Shoe Campaign 


New York, March 22.—Swinging 
into black and white newspaper 
copy, E. P. Reed & Co., Rochester, 
N. Y., has launched a new campaign 
on Matrix women’s shoes which is 
designed to build consumer accept- 
ance of the shoe on a style basis. 

The advertising, which will 
the remainder of the year in news- 
papers of the country’s 40 largest 
cities, will be one of the most ex- 
tensive to employ the style element 
as one of the basic appeals of a fea- 


run 


ture shoe constructed for corrective 
purposes, 

The advertisements feature the 
“double magie of Matrix shoes,” 
which is expressed in the new slo- 
gan, originated by Geyer-Cornell 
Company, Ine., which is in charge 
of the account, as “beauty outside, 


comtort inside.” 

Copy tells that stylishness is made 
possible by designing the shoe to fit 
the sole, as expressed by the former 
slogan, “Your footprint in leather.” 

Advertisements in the new cam- 
paign run about 400 lines and in all 
probability will appear every week. 
This advertising replaces rotogra- 
vure copy placed in some cities with 
local dealer tie-ups. No further 
rotogravure is contemplated for the 
year and the last is now appearing. 

Vogue is also being used. 


Offers New Program 

Stars from five current musical 
shows, radio entertainers and Abe 
Lyman’'s orchestra will be heard in 
an hour show, “Bits trom Broadway 
Hits,” on a WABC-Columbia network 
sponsored by General Mills. Start- 
ing March 24 the program will be 
heard at 10:45 EST. 


Marks 105th Broadcast 

A special anniversary celebration 
was a feature of the WLS National 
Barn Dance when it was broadcast 
from the Eighth Street Theater, Chi- 
cago, March 17, for the 105th con- 
secutive week. 


Clyffside Appoints 
Clytfside Brewing Company, Cin- 
cinnati, brewer ot Felsenbrau, has 
placed its account with Keelor & 
Stites Company, Cincinnati. News- 
papers, direct mail, outdoor and 


radio will be used. 


| said: 


|sions whose 
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‘Tower magazines, Mr. Weir found CUPID ACQUIRES ONE MORE AIDE 
time to contribute to other maga- 
GH C. WEIR, zines regularly. His most recent 264-Year Old 


Sally Lands Her Man 


ye 


HELLO, SALLY... 
sTut LOVELY. 
DINNER AND A 
DAMLE TONICHT 


Get Rid of Bad Breath at Its Source... Keep 
Breath Sweet 24 Hours a Day...Way Doctors Advise 


Don't fool yourself into believing that you are secure 
simply because a rinse or gargle with a mouthwash 
leaves your mouth tingling with a clean, pleasant taste. 

When you cover up an odor with another odor relief 
is only temporary. 

To get rid of bad breath and taste you must get at the 
root of the trouble. That's in your stomach if you're an 
average person. Excess acids ferment foods, form ob- 
noxious gases that rise up into the mouth and cause 
embarrassment. x 

So naturally the easiest, surest way to get relief is to 
get at the root of the trouble. Doctors advise a tea- 
spoonful of BiSoDoL in water morning and night. 


This pleasant-tasting blend of six valuable digestive 
remedies works wonders. It swiftly neutralizes excess 
acids, soothes and heals the inflamed mucous mem- 
branes. And keeps your stomach so settled and swect 
that you are sure of waking up in the morning with a 
clean, pleasant taste and certain of having a sweet, in- 
conspicuous breath all day! 


Don’t forget that your breath is only as sweet as your 
stomach and nothing can keep the stomach any sweeter 
than BiSoDoL., Try it. Also when you have indigestion, 
gas, heartburn or any other distressing acid trouble take 
BiSoDoL. It’s the improved, quicker-acting way to get 
rid of pain and discomfort that doctors have used ior 
many years with remarkable success. All druggists sel! it 
for enly 26 «a package. 


Current newspaper copy for BiSoDol, in which a direct attack on the 
halitosis market is made. 


LATEST CHANGES 
IN FOOD, DRUG 
BILL DETAILED 


Will Not Seek Immediate Pas- 
sage of Measure 


Washington, D. C., March 22.—A 
formal statement that the newest 
version of the Copeland bill is pri- 
marily a consumers’ measure, but 
will be “of distinct benefit to honest 
producers, manufacturers and deal- 
was issued by Senator Cope- 
land’s office here this week. Adver- 
tising agencies and medium owners 
will also be materially aided by the 
bill, the statement said, “through 
curtailment of unfair competition 
resulting from sharp practices.” 

The possibility that neither the 
Copeland bill nor any of the other 
suggested measures to replace the 
present food and drug act may be 
passed at this session of congress 
was further strengthened by Senator 
Copeland's announcement that he 
will not press for immediate passage 
of his bill, preferring instead to wait 
a few weeks, until the contents of 
the bill have had a chance to “per- 
colate” through the country. 

In his report to the senate com- 
merce committee, Senator Copeland 
appealed for the support of consum- 
in thus “strengthening and ex- 
tending” the law which the late Dr. 
Harvey W. Wiley “labored so long 
and valiantly” to see enacted. 

“Since the passage of that law,” 
Senator Copeland said, ‘profound 
changes in methods of manufactur- 
ing and selling foods and drugs have 
resulted from developments in 


ers,” 


ers 


sci- 


entific, technological and economic 
fields. 


Weaknesses Revealed 


“These changes have not been de- 
void of opportunities for the un- 
scrupulous to profit, without contra- 
vening the provisions of the present 
law by endangering the _ public 
health and defrauding the consumer. 

“Court decisions have revealed 
Weaknesses in the measure that 
were not foreseen when it was en- 
acted. Very few substantial altera- 
tions of the law have been provided 
to meet its demonstrated deficien- 
cies. 

“Yet the confidence of the public 
imposes a corresponding responsi- 
bility that it be made adequate to 
meet modern conditions. This bill 
has been prepared with this end in 
view.” 

Relative to advertising and allied 
phases of the bill, Senator Copeland 


“Its principal differences lie, 
elimination of those provi- | 
terms have compelled | 
the courts to reach interpretations 
affording avenues of escape for the 
unscrupulous; second, extension of 
its provisions to false advertising 
and to harmful or falsely repre- 


first in 


sented cosmetics; third, an amp)ifi- 
cation and re-enforcement of the 
provisions designed to safeguard the 
public health and to promote hon- 
esty and fair dealing; and, fourth, 


a strengthening of its procedural 
provisions.” 
He said that in his opinion the 


amendments do not affect the Dill 
adversely, and some of them im. 
prove it. He had particular refer- 
ence to a clause which would have 
prohibited advertisements of drugs 
for self-medication for a list of 34 
enumerated diseases. This was 
finally eliminated. 


Other Changes 


Other changes in the completed 
bill now awaiting senate action, are: 

Provision for advisory committees 
appointed from the three industries 
to consult with the Secretary of 
Agriculture in formulating policies 
for enforcing the act. 

Making manufacturers, packers, 
distributors or sellers responsible 
for false advertisements and holding 
publishers and radio broadcasting 
stations responsible only if they re- 
fuse to divulge the names and ad- 
dresses of persons disseminating the 
advertisements. 

Eliminating a clause which would 


have made findings in fact by the 
Secretary conclusive “if in accord: 
ance with law.” 

Prohibiting multiple seizures for 


misbranding, but allowing them if 
the misbranding involves danger to 
health or gross deception. 

A provision to permit 
ment of the color of mature 
wholesome citrus fruits to the 
rietal color thereof, by means 
harmless processes which do_ not 
endanger the consumer of such 
fruits” and not requiring the label 
to declare such enhancement. This 
change was requested by Senator 
Johnson of California. 

Senator Copeland said he believed 
the section requiring advertisements 
to contain “plain and conspicuous” 
statements when they concern drugs 
which are not specific cures, but 
merely palliatives, and stating the 
drug is a palliative and indicating 
the nature of its palliative actiol. 
would give ample protection to the 
public in place of the ‘“self-medica- 
tion” section which finally de- 
leted, due to the flood of protests. 


“enhance: 
and 
va: 
of 


Was 


Vernon D. Beatty 
Joins Swift & Co. 


Vernon D. Beatty has resigned a 
advertising and publicity manager 0! 
the Blackstone and Drake Hotels. 
Chicago, to join the advertising de 
partment of Swift & Co., Chicago. 

Ruth Ray is now in charge of the 
hotels’ advertising. Robert Ballol 
has been appointed publicity mane 
ger for the Drake, with Kennet! 
Andrews handling that of the Black- 


stone. Harry Atkinson, Inc., is the 
agency for both. 
Mr. Beatty was formerly Wi!) 


Roche, Williams & Cunnyngham. 


Edsall to Remington 


e 7 * . ott 
Richard Edsall, formerly Ww! 


| Lambert & Feasley and Cecil, W@™ 


wick & Cecil, New York, has joined 
the staff of Wm. B. Remington, ane 
Springfield, Mass., as a copywrité 
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DAILIES’ LINEAGE 
UP IN FEBRUARY 


New York, March 
ating the rate of increase no- 
ticeable during recent months, the 
newspapers in 77 important cities 
carried over ten per cent more ad- 
vertising lineage in February of this 
year than in the same month of 1933, 
the monthly report of Media Records, 
Inc., reveals. This is by far the larg- 
est comparative gain registered in 
many months. 

Only one advertising classification 

classified—showed a loss in Febru- 
ary when contrasted with the same 
month of the preceding year, and 
even in this case the loss was slight, 
measuring approximately four per 
cent. 

All display classifications, includ. 
ing financial, which has heretofore 
lagged behind, showed gains over 
last year, financial increasing 4.5 per 
cent, general 10.8 per cent, automo- 
tive 43.6 per cent, and retail, 13.3 
per cent. 

Actual figures for 
classifications follow: 


21.—Acceler- 


the various 


Display Shows Gain 


1933, 55,977,127 lines; 1934, 
lines; increase, 7,431,089 


Retail: 
63,408,216 
lines. 

General: 1933, 
1934, 23,503,482 
2,306,073 lines. 

Automotive: 1933, 4,075,507 lines; 
1934, 5,853,088 lines; increase, 1,777,- 
581 lines. 


21,197,409 
lines; 


lines; 
increase, 


Financial: 1933, 2,484,526 Bae 


1934, 2,597,289 lines; increase, 112,763 
lines, 

Classified: 1933, 17,525,917 lines; 
1934, 16,807,109 lines; decrease, 
718,808 lines. 

Total, including legal: 1933, 103,- 
107,440; 1934, 114,017,034 lines; in- 
crease, 10,907,594 lines. 


Detailed figures for each of the 77 
cities measured appeared in the 
March 17 issue of ADVERTISING AGE. 


market. 


MICHIGAN'S GREATEST _ 
ADVERTISING MEDIUM 


Michigan and the automotive 
industry carried off FIRST honors 
in January employment and poy- i 
roll figures published by Secretary . 
of Labor, Frances Perkins. 


And WJR, MICHIGAN'S 
GREATEST ADVERTISING 
MEDIUM CARRIES OFF 
FIRST HONORS in reaching 
more families for a lower cost 
per advertising dollar than any 
other advertising medium in this 


NEWSPAPER ADVERTISING TREND AT A GLANCE 
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The trend of total and general newspaper advertising in 52 cities 
measured by Media Records, Inc., from January, 1928, through 
February, 1934. 


Outdoor Exhibition 


Opens in New York 

The exhibit of 100 examples of out- 
door advertising art and copy pro- 
in Chi- 


duced in 1933, first shown 
cago, was set up at Bloomingdale’s 
Department Store, New York, March 
19. 

The display was recently shown in 
Baltimore and remained in New 
York for a week before shipment to 
the Pacific coast. 


Celebrates Art Week 


Boston Advertising Club and 


Chamber of Commerce will combine 


to honor Walter Dorwin Teague 
April 9 in connection with Art Week, 
April 8-14. Mr. Teague is in charge 


of the design and installation of the 
new 
tury 


Ford exhibit 
of Progress. 
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NBC Lue NETWORK 


at the 1934 Cen- 


Old Providence 
Agency, Founded 
In 1886, Closes 


Providence, R. I., March 21.—The 
business of Danielson & Son, Provi- 
dence advertising agency which is 
said to be one of the oldest in the 
country, will be liquidated as a result 
of the unanimous vote of stockhold- 
ers at a recent meeting. 

The agency, which is believed to 
be the oldest advertising organiza- 
tion in New England, was established 
Jan. 1, 1886, by William J. Danielson, 
following 25 years of service on the 
Providence Journal. In 1903 he ad- 
mitted his son, George W. Danielson, 
to partnership, the name then being 
changed to its present form. 

In 1920 the agency’s management 
was broadened to include Frank E. 
Dodge, vice-president, Lawrence T. 
Goodman, secretary, and Irving A. 
Keach, treasurer. 

As a result of the liquidation, 
George W. Danielson will open offices 
as an advertising consultant at 808 
Hospital Trust Bldg., Providence. He 
will operate a limited research, prep- 
aration and placing service, collabo- 
rating with other agencies. 

Messrs. Dodge and Goodman have 
formed Frank E. Dodge & Co., New 
Industrial Trust Bldg., and will oper- 
ate as a general agency. Their per- 


sonnel will include Richard Lewis, 
Harry Dodsworth and Gladys E. 
Prior, all previously connected with 


Danielson & Son. 

Franklin S. Weston, formerly head 
of the copy and plan department of 
Danielson & Son, is opening offices 
in the Providence-Biltmore Hotel to 
serve certain local accounts formerly 
served by the agency being liqui- 
dated. He will specialize in radio. 

There will be no suecession to the 
Danielson & Son name. 


Two easing: Hubbard 


Hubbard Advertising, Ine., Fort 
Worth, Texas, has been appointed to 
direct advertising of Superior Brew- 
ing Company and Fort Worth Maca- 
roni Company. Billboards, news- 
papers, radio and dealer helps will 
be used for the former account, and 
“Chandu Mystery Stories” over the 
Southwest Broadcasting Company, 
supported by newspapers and dealer 
helps, will be used for the macaroni 
company. 


Stran-Steel Appoints 
Brooke, Smith & French 


Stran-Steel Corporation, Detroit, 
maker of a new type of steel framing 
for home building to which collateral 
material can be nailed, has appointed 
Brooke, Smith & French, Detroit. 

The agency plans a national cam- 
paign to the trade and consumers. 


including an enlarged exhibit at the 
Century of Progress. 


MILLIS AUTHOR 
OF NEW VOLUME 
ON ADVERTISING 


Takes Text from Cooperative 
Campaigns 


Indianapolis, Ind., March 22.—-The 


dealer help is one of the most vital 


cogs in the cooperative campaign, 
helping subscribers to cash in on 


the advertising, while defeating the 
efforts of others to get a “free ride.” 
This is one of the interesting points 
made by Fred Millis, head of the 
old Millis Advertising Company, of 
this city, in his new book, ‘“Coopera- 
tive Advertising,” shortly to be pub- 
lished by the Professional Press. In 
such cases, however, dealer helps are 
known as “subscriber identification.” 

Mr. Millis is particularly fitted to 
discuss campaigns of this’ type. 
Within recent years he directed co 
operative campaigns for the home 
furnishings industry, soft drink bot- 
tlers, macaroni industry, jewelers. 
florists, laundryowners and others. 

One chapter in the new volume is 
entitled, “Fighting Off the Free Rid- 
ers.” Mr. Millis wrote: 


Some Always Out 


“It has never been possible to se- 
cure the support of all the units in 
an industry for any cooperative mer- 
chandising program. Human nature 
does not work that way, no matter 
how logical the plan, how respectable 
its sponsors, or how general is the 
industry’s approval. You simply can't 
sell something to everyone. This is 
particularly true in such an under- 
taking as cooperative advertising. 


“Old Man Rugged Individualism 
comes out in loud voice not only to 
proclaim his non-cooperation, but to 


express his doubt as to the sanity 
of the cooperators. Every industry 
has its quota of these boys, who are 
against everything. 

“And therein lies one of the trick- 
iest obstacles to the successful execu- 
tion of a program. One loud critic 
can tear down more confidence and 
enthusiasm than a dozen constructive 
thinkers and workers can build up. 
No one likes to be made to think 
he is a sucker. The average indi- 
vidual reacts quickly from any prop- 
osition that someone tells him has 
sucker-making properties. 


Must Identify Subscribers 


“The only remedy for this situa- 
tion is to strive to identify the sub 
scriber from the so-called ‘free-rider.’ 
This makes necessary the spending 
of a considerable percent of many 
funds in what is called subscriber 
tie-up material, which 
individually by the subscriber 
identify himself as a part of 
great national movement. This ma- 
terial is to set him out from his 
competitor who is striving to take a 
free ride on the first man’s invest- 
ment.” 

Mr. Millis concluded significantly: 
“The program plan that does not in- 
elude subscriber identification will 
not get very far.” 

The book gives some interesting 
figures on the cost of space in 
operative advertising in recent years 
The peak was reached in 1928, when 
$3,911,261 was spent for space in 
magazines alone, this being exclu- 
sive of other costs. No less than 
$30,000,000 was spent in cooperative 
advertising in that year, the 
asserts. 


CO 


book 
The author predicted a renaissance 


for this type of advertising with im 
provement in business. 


Liquor Paper Starts 


Rar Management. a new publica- 
tion for the retail dispenser of beer, 
wines and liquors, will make its ap- 
pearance April 1. Offices are at 208 
N. Wabash Ave., CARES. 

Bensing Appointed 
| CC. F. Pease Company, Chicago. has 
| appointed Frederick W. Bensing as 
; eastern sales manager in charge of 


| the New York office. 
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Texas Upholds 
Retail Sales 
By Utilities 


San Antonio, Texas, March 22 
The long fight of the San Antonio 
Public Service Company for the righ 
to sell gas and electrical appliances 


ended in a victory at Austin this 
week, but found the utility only 
mildly interested. Officers of thy 


company said that cooperation with 
other dealers has been so effectiy; 
that it may never re-enter the mer 
chandising field. Other companies 
may resume the sale of appliances, 
however. 

The state law barring utilities from 
the sale of corollary products at re. 
tail was passed at the behest of 
dealers who were suffering from the 
high efficiency to which merchandis. 


ing had been developed by their 
rivals. 
The San Antonio Public Service 


Company elected to test the law, and 
suit was filed by the state attorney 
general. The trial court found the 
utility without authority to retail ap- 
pliances. It was, however, reversed 
by the Austin court of civic appeals, 
whose decision has just been upheld 
by the state supreme court. 

In the meanwhile, the San Antonio 
Public Service Company engaged in 
a campaign of education among the 
retailers. It has worked out so satis- 
factorily that the company will main- 
tain the status quo, while expressing 
gratification that the principle for 
which it fought has been upheld. 


W. B. Ziff Company 
Appointed by Mosse 


Rudolf Mosse Agency, Prague, 
Czechoslovakia, has appointed the W. 
B. Ziff Company, Chicago, as Ameri- 
can representative. 


The Ziff company will also repre 


sent the Levant Fair Paper, pul 
lished by the Mosse agency at Tel- 
Aviv, Palestine. 


Gallop parm iia 


Marcellus Gallop, formerly a vice 
president of Lord & Thomas, has 
joined L. H. Hartman Company as 


vice-president. 


Cadillac Brew Appoints 


Advertising of Cadillac 
Company, Detroit, has been 
with Brooke, Smith & French, 
Detroit. 
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| PHOTO COPY CO. 
225 N. MICHIGAN AVE 
STA.AO4T 
919 N. MICHIGAN AVE 
JUP. 2621 
221 N.LA SALLE /TREET 
RAN. 3270 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK « 310 East 45th St 
CHICAGO - 210 So. Desplaine 


and 34 other cities 
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SCOTT & BOWNE Shoe Company 


INTRODUCE NEW 
MINIMUM SCALE 


Seek Gradual Improvement 
In Price Situation 


Bloomfield, N. J., Mareh 22.—With 
the ultimate objective of having re- 
tailers sell the company’s products 
at not less than 21 per cent lower 
than the list price, Scott & Bowne, 
manufacturers of cod liver oil prod- 
ucts, have suggested a new scale of 
minimum prices, effective at once. 

The company regards it as im- 
practicable to put the 21 per cent 
decree into effect immediately and 
the seale to hold until June 1 is much 
iarger. The full retail price of 
Scott’s Emulsion, for instance, is 60 
cents. The suggested minimum is 
41 cents. The company intimated 
that the minimum would be raised 
June 1 and again Sept. 1. 

The company’s announcement to 
the trade said in part: 

“Through ruinous price- cutting 
practices and the demoralization re- 
sulting therefrom, certain retailers 
are retarding the efforts of President 
Roosevelt to provide re-employment 
for the 20,000 pharmacists and thou- 
sands of other former drug store em- 
ployes now out of work. 


Trade on Good Will 


“Scott & Bowne have spent many 
more dollars for advertising than 
any other manufacturer of cod liver 
oil products. The consumer good 
will and preference for Scott’s Kmul- 
sion and other Scott & Bowne prod- 
ucts achieved thereby is being used 
by some retailers for their selfish 
benefit to divert customers of com- 
petitors to their stores and not be- 
cause of any interest in Scott & 
Bowne. 

“Their offering our products for 
sale at cost and less than cost price 
forces thousands of retailers to sell 
them without profit. We urge retail- 
ers to sell Scott & Bowne products 
at full price. Wherever competitive 
conditions make this difficult, we sug- 
gest selling at not less than 21 per 
cent lower than list price, which the 
retail drug trade has approved and 
sought to incorporate in its code. 

“In announcing our plans for profit 
recovery in support of the Presi- 
dent’s recovery campaign, we suggest 
a revision of prices be made on a 
gradual scale, so as not to disturb 
buying conditions unwisely.” 

The company added that it will re- 
fuse to sell anyone with whom it does 
not desire to do business, because of 
injury to good will or for any other 
reason, 


Milwaukee Display 
Men Elect Officers 


James R. Luntzel has been named 
president of the newly organized 
Milwaukee Display Men’s Club. Wal- 


ter Nelson is vice-president; Frank 
Kaplan, secretary, and M. Schan- | 


bleger, treasurer, 

Directors are Ellsworth H. Bates, 
Kdward Stefan, Walter Vanselow, M. 
H. Spelman, Michael Ragan and Ollie 
Steiner. 


Lewis-Waetjen and 
Breese Consolidate 


Murray Breese, advertising, and 
Lewis-Waetjen Agency have’ been 
combined as Breese-Waetjen Adver- 
tising Agency, at 18 EB. 41st St., New 
York. 

Mr. Breese, formerly advertising 
manager of Health Products Corpora- 
tion, Newark, N. J., has been editor 
of American Druggist, Drug Topics, 
and Drug Trade News. 


Personnel Changes 


at Lord & Thomas 


Gwynn Fielding has been trans- 
ferred trom the Los Angeles to the 
San Francisco office of Lord & 
Thomas. 

Kk. D. Bills has been appointed as 
sistant art director of the San Fran 
cisco office of Lord & Thomas. 


Personalizes 
New Catalog 


St. Louis, Mo., March 22.—Setting 
a new standard in beauty, the Juve 
nile Shoe America 
has issued its spring catalog to deal- 
ers throughout the country. The 
new volume, costing $1 each, carried 
the name of each recipient in gold 
letters on the cover. A spiral bind- 
ing is another interesting feature. 

An effective device employed was 
the use of colored cellophane to pro- 
tect the inside pages. <A sheet of 
cellophane, each in a different color, 
divided the space devoted to each 
brand. 

The front cover was given over to 
a re-statement of the “Juvenile 
Golden Rule,” which incorporates the 
company’s policies with surprising 
frankness. For instance, the com- 


Corporation of 


———S 


| pany confesses that it is in business 
ito make money. 


“We do not object every now and 
then to fill single pair orders for 
well-rated merchants who are pro- 
spective customers,” said the Golden 
Rule, “but we do feel that it is un- 
fair for merchants to use us as a 
single pair stock department when 
they give their regular business to 
other sources.” 

The code said that the company 
advertising allowances 
Another refreshing state- 


makes no 
whatever. 
ment was: 
“Single Pair Orders: Our prices 
are figured on quantity purchases 
and any single pairs you purchase 
from us are not subject to return for 
any reason other than defective 
workmanship or material. In other 
words, when you buy a single pair 
of shoes, the shoes belong to you.” 


Takes New Quarters 
W. J. Rankin Corporation, display 
advertising, Chicago, has moved to 
larger offices at 221 N. LaSalle St. 


BROADCAST SALES 


SHOW BIG GAIN 


New York, March 22. Sales ot 
time on radio networks in February 
showed a marked gain over the same 
month of 1932, with the total for Feb- 
ruary of this year being $3,585,120, 
compared with $2,627,761 in 1932, ac- 
cording to National Advertising Rec- 
ords. Of the total, National Broad- 
casting Company accounted for $2,- 
197,297, and Columbia Broadcasting 
System accounted for $1,387,823. 

For the first two months of 1934, 
chain broadcasting sales totalled $7,- 
378,195, well in advance of the $5,- 
439,111 sales for the same period of 
1933, but still somewhat below the 
peak year of 1932. 

Of the 24 classifications into which 
radio advertising is subdivided, 16 
showed a gain in volume in Feb- 


_ eee — —_—— 


ruary, compared with last year, while 
five showed a comparative loss, anq 
three did not appear in either year 
The most impressive gain was scored 
by the drug and toilet goods clagsj. 
fication, which jumped from $645 49¢ 
in 1932 to $1,088,898 in 1934. 

buyer of chain time 
month was Standard 
Brands, Ine., which spent $140.01 
for Chase & Sanborn coffee, Fleisch 
mann’s Royal 
Other large users were: 


The largest 
during the 


yeast, and Gelatin 


List Is Varied 


American Tobacco Company, $96. 


870; Barbasol Company, $51,116: 
Bristol-Myers Company, $53,326 
Corn Products Refining Company, 


$54,856; Ford Dealers, $67,708; Gen. 
eral Foods Corporation, $101,957: 
General Mills, $69,219; Andrew Jey 
gens Company, $55,308; Lady Esther 
Company, $61,432; Liggett & Myers 
Tobacco Company, $118,842; Pepso. 
dent Company, $123,791; R. J. Rey. 
nolds Tobacco Company, $74,912: 
Wm. Wrigley Jr. Company, $81,880 


Millions of friends for 


THE POWER OF THE POST 


HE appearance of Florian Slappey and his 

fellow-members of “The Sons and Daugh- 
ters of I Will Arise,” in the pages of The 
Saturday Evening Post is the signal for a wave 
of smiles, chuckles, laughs in every city, town 
and village in America. And the appearance 
of Alemite advertising in Post pages is the 
signal for hundreds of thousands of motorists 


to drive up to an Alemite service dealer. 


For the Post has a unique and incomparable 
ability to win for its characters and its adver- 
tisers a host of personal friends—men and 
women who watch for the reappearance of 
their favorite characters and who look upon 


the products advertised as old friends, too. 


Post readers have confidence in the Post. It 
is bred of the knowledge that for more years 
than most of them can remember, the Post 
has been presenting the best work of the 


world’s leading writers and illustrators, the 


trustworthy advertising of America’s leading 


manufacturers. 


The Post appeals to the great mass of in- 
telligent people who make homes and love 
them, who choose good lives and live them, 
who seek friends and cherish them, who 


select the best recreations and enjoy 


them—and who have vision and money 
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enough to act on the suggestions of 
advertisers who have something to con- 
tribute to the furtherance of these ends 
and aims. 
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NIM AT WIDER 
BOAT MARKETS 


Hunting and Fishing, National 
Sportsman, Outdoor Life, Sports 
Afield, Boating Business, Motor Boat- 
ing, Power Boating, Rudder and 
Yachting. 

While the low-priced boat is being 
given the lion’s share of attention in 


Stock Insurance 
Companies Urged 


tee of nine has been suggested to 
handle the matter, and that it is “the 
committee's purpose to press the 
project with the companies.” 

Even though the fire and casualty 
companies should turn a deaf ear to 
the agents’ suggestion, a campaign is 


MUIR ENDORSES 
U. S. LOANS FOR 


the new drive, three other more ex- 7 —_ a i v7: likely, Mr. Dodge intimated. | 
\lgonac, Mich., Mareh 22.—In an| pensive models, ranging up to $1,495, Louisville, Ky., March 21.—Definite| “If we are unable to get the con) 

effort to widen the field for motor | are also featured. Economy of opera- indications that the projected €o- sideration from the companies on the 
hoats, especially among fishermen,|tion is a major theme of all models, | operative advertising campaign ol plan now before them,” he said, “ou: 


Chris-Craft Corporation is launching 
an extensive magazine campaign on 
4 new boat which it claims is cheaper 
to operate than a low-priced automo- 
pile. 

rhe new boat, a 151,-foot general 
ytility boat with four-cylinder in- 
hoard motor capable to speeds up to 


however. 

The introduction of the low-priced 
poat is an effort, according to Jay 
W. Smith, president of Chris-Cratft, 
to make motor boat enthusiasts of 
the large numbers of people who live 
close enough to water to take advan- 
tage of boating, and who, under the 


the stock fire and casualty insurance 
companies and the National Associa- 
tion of Insurance Agents will mate- 
rialize shortly were presented to the 
mid-winter meeting of the latter 
group here today by Albert Dodge, 
Armstrong, Roth & Cady Agency, 
Buffalo, chairman of the association’s 


committee will probably recommend 
that the National Association of In- 
surance Agents undertake a program 
of advertising the service of the local 
agent. 

“After all, it is the agent who is 
bearing the brunt of the competition 
from mutuals, and we all know that 


Chicago, March 20.—The new plan 
for the establishment of regional 
banks to finance smaller industries 
over a five-year period, as proposed 
by the national government, is abso- 
lutely sound, said Malcolm Muir, 
president of the McGraw-Hill Pub- 


y 25 miles per hour, is priced at $495,| NRA, will have greater periods of | committee on publicity and educa-|the principal argument of the mu- ashing Company, prvi ice Bae ae 
n- and according to the officials of the | leisure. tion. tuals is ‘the saving in agents com- Greases the a t. a ee 
is company, actually is more economical Brooke, Smith & French, Inc., De- The agents’ committee was in- missions. We must do more te ex- - iation at the LaSalle otel to- 
. (0 operate than a low-priced car. troit, is the agency in charge. structed to discuss the matter with|plain the service which the agent rae iain ia i 2 
ey The merits of the boat and its eco- Sea stock fire and casualty companies at | renders. P ic we “= sos he sane . yas ) . i 
rs nomical operation are being extolled - a meeting in Chicago last October, a 2. - . — bane = a Lagi ne 
0 in Collier's and Time, as well as in Gabriel Agency Moves and while Mr. Dodge reported that Gould Joins Publix x0 ae sah peony _— — , 
y: a long list of outdoor and boating] ‘The Walter A. Gabriel Advertising |" ‘definite steps nave neon taken, he} pypblix Oil Company, Boston, Mass., estes eg Rg iikee” eee 
2 publications, including Field and) Agency, San Francisco, has moved to pointed out that formation of a cen-|has named John Goddard Gould as “s — onde cg na a 
stream, Hunter, Trade and Trapper,|1145 Harrison St. tral advisory and research commit: | advertising manager. pian for the RANCINE or pure bases 
‘ of capital goods is needed, and this 
appears to be practicable from all 

— ——— 


Sales in the millions for 
MNomule 


IS BACK OF THEM BOTH 


ALEMITE 
SERVICE 


PERMIT NO.9999 


PROPERTY OF 


ALEMITE CORPORATIQN 


the Post. 


day Evening Post. 


THE MAKERS OF ALEMITE 
HAVE AUTHORIZED US 
TO PUBLISH THIS STATEMENT 


**We started advertising in The Satur- 
day Evening Post in 1921, when we had 
a very scattered distribution and a rela- 
tively small sales volume. 

**We have invested approximately 85% 
of our total magazine appropriation in 


**Today Alemite is known from Coast 
to Coast. It is the favorite lubricant of 
millions of car owners. Alemite has won 
this popularity because the story of its 
quality has been constantly presented 
to American motorists thru the adver- 
tising pages of that magazine all 


‘Our decision to make the Post the 
background of our advertising effort has 
justified itself many times over.” 


wt we oe rat 


THE POWER THAT BRINGS NATIONAL REPUTATION TO AUTHORS AND LIFE TO 
THEIR CHARACTERS IS THE SAME POWER THAT GIVES NATIONAL REPUTATION 
TO ADVERTISERS AND LIFE TO THEIR TRADE 


URDAY EVENING POST 


“AN AMERICAN INSTITUTION” 


standpoints.” 


Mr. Muir added that there are 
other industries, including many 
large ones, which have funds with 
which improvements in plants and 


equipment could be made, but which 
have hesitated to authorize these ex- 
penditures because of inertia or lack 
of confidence. He urged sellers as 
well as buyers to adopt a more ag- 
gressive policy in this field. 


Equipment Is Obsolete 


In paying his respects to Donald 
Richberg, general counsel of the 
NRA, of which Mr. Muir was a 
deputy administrator until recently, 
the speaker said that the former's 
recent statements to the effect that 
additional capital goods investments 
are not needed because of present 
over-capacity are “cock-eyed.” 

“We have an over-capacity of obso- 


lete equipment,” said Mr. Muir. 
“Most industries, like the railroads, 
are introducing revolutionary ideas 


for the improvement of their prod- 
ucts, Dlants and methods. Under the 
NRA codes which prohibit sales be- 
low cost, it is absolutely necessary 
|} that these plants be made modern so 
as to turn out goods at a cost in line 
with competition. And it is the elim- 
ination of high-cost, obsolete equip- 
|} ment that will make this possible.” 
After the amendment ot the pres- 
jent securities law and the enactment 
|of the proposed law for the control 
|of stock exchanges, it would be a 
| great help to American business if a 
moratorium on new legislation were 
declared, he concluded. Such a pro- 
| gram would go far toward creating 
the confidence which is most needed 
| for consistent business improvement. 


|B. R. Rollinson Joins 
| Los Angeles Agency 
D. R. Rollinson has joined Hixson- 
O’Donnell-Seymour, Ine., Los  An- 
| geles, in charge of the new business 
| department. 
Mr. Rollinson 


was formerly with 
pete My sake Sse tattte inne ee tine Blackett-Sample-Hummert, Ine., in 


| the Chicago office. 


| Harry Armstrong 
| Joins Ritt-Miller 


Harry Armstrong has joined Ritt- 
Miller Company, Chicago printers. 

Mr. Armstrong was formerly art 
director for John Bornman & Son, 
Detroit, and long with the Bert IL. 
White Company, Chicago. 


General Outdoor Elects 


At the meeting of the board of 
directors of the General Outdoor Ad- 
vertising Company present. officers 
were re-elected. Two new vice-presi- 
dents were elected, John B. Clark 
and Burr L. Robbins. 


. . 
Wright Appointed 
Cyril Wright, former space buyer 
of Hamman-Lesan Company, San 
Francisco advertising agency, has 
joined the Wall Street Journal, Pa- 
cifie coast edition, as sales promotion 
and circulation manager. 


Changes Orchestra 
Duke Ellington's orchestra has re- 
/placed Guy Lombardo on the MJB 
Review on the Pacific 


Demi-Tasse 
i coast. 
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March 24, 1934 


Has Unusual Plan for 


Listing Advertisers 


With the April issue, Outdoors in 
“uugurated an unusual new plan for 
calling the attention of readers to 
the articles advertised in its pages, 
by including in its table of editorial 
contents informal comments on items 
advertised. 

The editorial features are listed in 
2-point type, the remarks about ad 
vertisers and their products being 
interpolated in order, according to 
page, in agate type. 


Jaros-Robb Selected 


Jaros-Robb Service, 1440 Broad- 
way, New York, has been retained by 


the Cotton-Textile Institute, Inc., as | 


retail store promotion specialists to 
assist in preparation of plans for Na- 
tional Cotton Week, May 14-19. 


‘Absorene Adds 


_ Rotogravure to 
Newspaper List 


St. Louis, Mo., March 22.—Believ- 
ing that many housewives who have 
neglected spring cleaning in the past 
year or two because of lack of funds 
are going to indulge in an orgy of 
rehabilitation this spring, Absorene 
Manufacturing Company has doubled 
|its advertising appropriation. 

The modest 250-line space which has 
| been used in the past has given way 
|in some cases to 500-line advertise- 
ments. The minimum is 50 lines. 
About 100 newspapers are on the list. 

Another innovation this year is the 


use of rotogravure in a small list of 
papers. The company will test the 
theory that rotogravure space multi- 
plies returns from black and white. 
The rotogravure list includes the st, 
Louis Post-Dispatch, Des Moines 
Register, Detroit News, Minneapolis 
Tribune, Kansas City Star and 
Omaha World-Herald, About 1,100 
lines will be used in each. 

Absorene wall paper and = shade 
cleaner will divide the space with 
HRH paint and house cleaner. Since 
sales of both reach their peak dur- 
ing spring cleaning, the campaign 
will run only to June 1. Ross Gould 
Company is in charge. 

Absorene is simply rolled over the 
wall to clean surfaces, The company 
is making an effort to increase con- 
sumption by giving this advice to 


housewives: “Give the children a can 
to play with. They delight in using 
Absorene as a sanitary modeling 
clay. This keeps them quiet for 
hours.” 


Harmon to Tuthill 


Harmon Specialties Company, divi- 
sion of B. A. Hayes & Co., Ine., Nor- 
folk, Va., has appointed Tuthill Ad- 
vertising Agency, New York. Hotel, 
drug, restaurant, hospital publica- 
tions and direct mail will be used. 


Permutit Names K&E 

Permutit Company, New York, has 
appointed Kenyon & Eckhardt, Inc., 
New York. The client is the largest 
manufacturer of water-treating 
equipment for industries, institu- 
tions and homes. 


Majo 
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- THE 1934 
LOUISVILLE 


AUTO SHOW 


Sets An All-Time 
Attendance , 


Record 


r Market Newspapers, Inc. 


ATERING to the greatest crowds that have ever attended an Automobile 

Show in Louisville, dealers were gratified by the genuine buying interest 
evinced by the public and by the large number of sales made on the floor 
the greatest number in three years. 


This is further evidence of the sound business conditions in this market and of 
the effectiveness of the advertising (33,423 lines Sunday and 13,560 lines daily) 
which was placed in the automotive section of 


~ 


Che Conrier-Zonrnal. 
THE LOUISVILLE TIMES. 


Audit Bureau of Circulations 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


Earnings of 
Advertisers 


After two years of losses, Mont 
gomery Ward & Co. returned to the 
black in the fiscal year ended Jan 
1934, with net income of $2,227, 
equivalent to 18 cents a share 
common stock after preferred diyj 
dends. This compares with a loss 0; 
$5,686,784 for the preceding 13-mont)}, 
period. 

Sales for the last twelve months 
totaled $187,632,143, of which $109. 
662,853 was accounted for in the 
final half of the period. The mai) 
order division operated at a net loss 
of $207,567 during the 1933-34 period, 
while the retail division earned $2. 
857,587. 

During the last six months of the 
period, the retail division piled wp 
the largest profits since 1929, while 
every one of the nine mail 
houses also showed a profit for the 
first time since 1929. 


“] 
Ih 


order 


, F v 
Net profits of Pittsburgh Plate 
Glass Company in 1933 were $3,993. 
933, compared with a net loss of $60. 
737 the preceding year. The 1933 
profit is equivalent to $1.88 a share 
on the $25 par shares of capital 
stock. 
v v v 


Net profits of $11,032,948, equiva- 
lent to $2.10 per common share, are 
reported for 1933 by General Foods 
Corporation. Earnings in 1932 were 
$10,343,882. 

“In preparation for increased pur 
chasing power on the part of the 
public, the food wholesalers and re- 
tailers began gradually to rebuild 
their inventories which had _ been 
badly depleted during the previous 
two years,” C. M. Chester, president, 
said. “This factor, plus some im 
provement in public purchasing pow 
er during the latter half of 1935 
aided the company in developing « 
greater demand for its products.” 


eS  F 


Net profit of Axton-Fisher Tobacco 
Company in 1933 totaled $1,689,665. 
an increase of $272,710 over 1932 
Sales for 1933 totaled $23,704,029. 

Wood Axton, president, in a cover 
ing statement, pointed out that de 
spite reduction in price of so-called 
standard cigarettes to meet ten-cent 
competition, the company’s ten-cent 
brands enjoyed increased sales, while 
Spuds gained consistently, showing 


a 100 per cent sales increase in 
February, as compared with last 
year. 


oe 


Net income of International Busi- 
ness Machines Corporation for 1955, 


including subsidiaries, was $5,756.- 
424, or $8.15 a share on capital 


shares, compared with $6,407,757 or 
$9.11 a share in 1932. 

Foreign profits for 1933 showed an 
increase of more than 15 per cent 
over 1932. 

7, FF 


Net earnings of National Distillers 
Products Corporation and subsidia- 
ries for the year ended Dee. 31, 1933, 
totaled $6,086,905, equal to $3.25 4 
share on the common stock. This 
compares with a profit of $522,179 
in the preceding year. 


Bristol-Myers Merges 


Broadcast Programs 


The two evening, half-hour pre 
grams, one featuring Sal Hepatica 
and the other Ipana, were merged 
this week by the sponsor of both 
broadcasts, Bristol-Myers Company, 
New York. 

The combined show was staged tor 
the first time from 9 to 10 p. lM. 
March 21. The advertising contest 
of the broadcast was equally divided 
between the two products. 


Bromberg Agency Moves; 
Roberts Added to Staft 


The Bromberg Advertising Agency 
has moved to 90 Livingston St. 
Brooklyn. 

Daniel P. Roberts has joined the 
agency as an account executive. He 


was formerly with the Charles Wood 
Agency. 
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New 


WLW Starts Day Tests 


Having nearly completed night 
| testing of its new 500,000-watt trans- 
|mitter, Crosley Radio Corporation 
'has been granted authority by the 
Federal Radio Commission to start 
day-time __ tests. When these are 
finished, application will be made to 
operate the transmitter over WLW, 
Cincinnati. 


es 


Only 261,432 
Groceries in 


U. S. in 1933 


Chicago, March 22.—Reversing the 
trend which had been in evidence 
every year until 1929, the number of 
retail grocery stores, the nation’s 
largest single classification of retail- 
ers, has decreased 16,218, or five per 
cent, since 1929, according to figures 
compiled by the list and market re- 
search division of Buckley, Dement 
& Co. 

In 1929, there were 277,650 retail 
grocers. In 1933, the number had 
dropped to 261,482. This comparison, 
however, is far from a revelation of 


the changes which take place in the 
field every year. 

About 50,000 grocers go out of busi- 
ness every year and almost that 
number enter the field. In 1932, 53,- 
796 grocers dropped out, and 46,876 
entered business, the net loss being 
6,970. 

In 1933, another 51,354 closed their 
doors, while 47,990 hopeful newcom- 
ers started new enterprises, the net 
loss falling to 3,364. 

From their records, Buckley, De- 
ment & Co. conclude that the aver- 
age retail grocer is in business only 
about two and one-half years. 


Jacob Seibert Dies 
Jacob Seibert, 77, editor and pub- 
lisher of Commercial & Financial 
Chronicle. New York, died March 14. 


Shop Stop Men Get 
. . 
“Consumer in Transit” 

A new trade publication, Consumer 
in Transit, is being published at 701 
N. Michigan Ave., Chicago, with 
Powers & Stone, Chicago. as adver- 
tising representatives. G. B. New- 
land is editor. 

The magazine will circulate among 
the authorized dealer group cater- 
ing to the requirements of the coun- 
try’s interstate motorbus passengers 
who can make their purchases only 
in the scheduled stops along their 
route, 


Importer to Presbrey 


Importing and Distributing Corpo- 
ration of New York, largest import 
ers of Scotch brands in America, has 
appointed Frank Presbrey Company, 
New York. 


|eal refrigeration interests, the ice 
and merchandised. Frank I. Engler, 
rwice the usual number of dealers | 
rominine form in connection with sug- 
three posters, separate and with easel 
large 
with the unclothed, standing figure 


Ice Men Join Hands 
| Better to compete with the electri- 
|manufacturers of Louisville have 
‘ ’ |formed Ice Refrigeration, Inc., 626 
|S. Fourth St. Complete lines of ice- 
using equipment will be displayed 
7 advertising director, Merchants Ice 
(Picture on Page 24) & Cold Storage Company, is secre- 
j}tary and managing director of the 
York, March ‘More than |. ging 
g p. 
requested the latest window display | 
of the Davol Rubber Company featur- 
ng a somewhat daring display of the 
vestions for the use of the company’s 
hot water and ice bags in pathologi- 
eal conditions. 
The window display consisted of 
hacks so that any one of the three 
pies could be used alone and in 
combination with one another. The 
center panel was_ illustrated 
of a young girl, modestly posed. The 
) company supplies its annual displays 
to druggists who request them. 
letter 


——— 


ony 
yLey are offered in a cireul 
ana the company house organ. 
Sales figures having indicated the 
effectiveness of the display, the com- 
pany’s agency, United States Adver- | 
rising Corporation, has just concluded 
4, survey to ascertain if window dis- 
plays of this kind should be used in 
the future. Results registered a posi- 
tive affirmative. 
Picking 1,000 druggists at random, 
agency queried them on the dis- 
play by letter with which a return 
\- post-card was enclosed. The card 
e was returned by 422, or 42.2 per cent. 
S Of the 422, 375, or 88.5 per cent had | 
e already used the complete window. 


Time of Use Checked 


e our said they used the side panels 
9 used the set inside the store, 
tead of in the window; 19 had not 
n then the material but were 
plinning to do so; 15 decided not to 
it after it was received. 
- Of those who used it, 16 kept it in 
\ r than a week; 94 kept it in a 
216, from one to two weeks; 
21. from two to three weeks; 5, four 
weeks; 22 failed to state period of 
use, and one said he was keeping it 
in aS a permanent display. 
Voluntary comment added to the 
cards indicated that better use of the 
2 display was being made than the 
tabulations indicated. Many remarked 
il ihat they were using the center piece 
a counter card after removing it 
om the window and several assured 


the 


B- only; 
d in 
used 


a lIS¢ 


week ; 


at company that the display was | 
a carefully preserved for re-use 
le i and again. Dealers stressed 
16 the fact that their enthusiasm was 
a ised on the proved selling power of | 
a the display. 

« ff One-Cent Soup 


- Special Offer 
Of College Inn 


New York, March 22.—To induce 
New Yorkers to try its complete line 
oups, College Inn Food Products 
‘onmpany, Chieago, is offering a one- 
rent special. When one can each of 
loodle, vegetable and cream of cel- 
a ‘ty is bought at the regular price of 
Scents, a can of fresh mushroom 
“up is sold for an additional cent. 
Large space was used in local pa- 
"ts to feature the bargain. College 
lin is said to have been one of the 
‘tst companies in the country to 
‘arket a complete line of soups. 
RK. H. Eliel is advertising manager 
‘id Blackett-Sample-Hummert, Ine., 
vlaced the campaign, which is in the | 


| 66 


, right to publish selections from Beverley Nichols’ “Cry Havoc,” we again felt that 
valuable assistance was put at our disposal. 


th liture of a test. 
for Davies Moves Office 
l.. » 4 . y , 
2 ohert A, Davies, Jr., New York 
led ‘“bresentative for KMBC, Kansas 
‘'y, has moved to the Chrysler Bldg. 
‘th Group Broadcasters, Inc., with 
‘ch KMBC is associated as a basic 
, *mbher station. The new telephone 
; imMber is Vanderbilt 3-3425. 
——— Regina, Dec. 
i Takes New Name 
‘he name of the French Battery | 
the “pany, Madison, Wis., Was changed 
He /Roy-O-Vae Company at the annual! 
od “kholders’ meeting. All officers 


ne 


‘lrectors were re-elected. 


Mrs. DOUGLAS J. THOM 


“A publication of which 
Canadians may be proud” 


PRESIDENT 
Canadian Federation of University Women 


19th, 1933. 


Hk Canadian Federation of University Women came into being in response to a 
desire upon the part of University Women’s Clubs in different centres to affiliate 
| in order that they might enter into the wider fellowship of the International Feder- 
ation of University Women. 


“Our committee of International Relations directs one of the most important branches 
of our work, and has been endeavoring consistently to develop an international con- 
sciousness among the University graduates in Canada. We have thirty-two organiza- 
tions linked in our Federation, scattered from Halifax to Victoria, and to each goes an 
appeal for study of the problems affecting peace and international goodwill, and with 
that, suggestions as to helpful material for discussion. 


“We were delighted to have Colonel Drew’s articles made available through your 
magazine and attention was directed to them last year. When Maclean’s secured the 


“To have in Canada a magazine which takes so strong and forward-looking a stand 
on the menace of war is a national asset, and when it includes good stories, witty char- 
acterisations of prominent men, and articles of timely interest in Canadian public life, 
the desire for a publication of which Canadians may be proud has been answered.” 


Mrs. Douglas J. 


—= 


Thom. 


Maclean’s—Canada’s National Magazine—481 University Avenue, Toronto—Branches: Montreal, Chicago and New York 
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rT 


we get a customer—making this ad- 


l 

Buy Three | Jars, faa la maar | 
Give One Away, |:vw'te't "ons ts sus * 
Prep Copy Says 


Much of the copy running cur- 
rently features unidentified endorsers 
from the ranks of both consumers 
and retailers. If the test proves out 
| successfully, extension of the news- 


Detroit, Mich., March 24.--To dis- 


cover the most effective appeals for | paper campaign is peaaee. 
Prep, a_ before-shaving preparation, | 
Mark W. Allen & Co., its makers, are | Holds Cues een 
running newspaper tests in ten The annual open house executive 
metropolitan centers through Fred | meeting of the Milwaukee Industrial 
M. Randall Company, Detroit. | Advertisers will be held March 26 
The test copy, which is uniformly | 4t the Knickerbocker Hotel, Milwau- 
168 lines, tests various types of ap- | kee. The meeting was postponed | 
|from March 5 due to the illness of 
peal in conjunction with an cig Seren i 
|} the speaker, Chester H. Lang, pub- 
special offer, in which the reader is | licity director of General Electric 
urged to “buy three jars—use two—| Company. His subject is, “The End 
give one away. You get a bargain | of Advertising.” 


“Chicago News”’ 
Gets New Dress 


Chicago, March 20.—The Chicago 
Daily News yesterday adopted a new 
body dress, changing over to what is 
believed to be the largest body type 
in use by any metropolitan news- 
paper in the country. The new type 
is 71,-point excelsior on a nine-point 
slug. 

This week’s change is the third 
made by the News since 1922. In 
March of that year the paper changed 
from seven-point No. 3 Roman to 
seven-point No. 2 Roman. Five years 
later the dress was changed to Ionic 
No. 5, one of the first Linotype faces 


‘The April issue of 
> a. | ‘Magazine 


designed specifically for newspaper 
use. 

Leading eye specialists in Chicago 
were said to have heralded the new 
body dress as a distinct improve- 
ment. 


Outdoor Groups Meet 


The Outdoor Advertising Associa- 
tion of Connecticut will hold its an- 
nual meeting March 27 at the City 
Club, Hartford. The annual meeting 
of the Ohio association will be March 
27-28 at the Neil House, Columbus, 


Milprint Changes Address 


Milprint Products Corporation, 
package specialist and cellophane 
printer, has moved its Chicago office 
to larger quarters at 43 East Ohio 
Street. 


The only Magazine in America showing 
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lif EAST 32ND 


STREET 


seven years. 
six months of [9334 
will far surpass all 

past performances ’ 


an advertising increase 
every year forthe past 
The firs 


{ PARENTS MAGAZINE 


NEW YORK 


Information 
for Advertisers 


The following documents may be ge. 
cured without charge by any nationa]! 
advertiser or advertising agency from 
the companies sponsoring them, or 
through ADVERTISING AGE. 


No. 578. How to 
Grocery Trade. 
An interesting booklet discussing 

the problems involved in effectively 

gaining the interest of grocers in a 

particular product. Published hy 

The Progressive Grocer. 


Advertise to thy 


No. 579. Chicago The Great 
Central Market. 
A broadside giving industrial, pop. 
ulation and other statistics about 


concise form. Includes 
a large map of the city, and salient 
points about 21 districts, as well as 
data on the various types of service 


Chicago in 


rendered by General Outdoor Adve) 

tising Company, by whom the ma 

terial is issued. 

No. 510. How Beer Jobs Are Being 
Installed, 


A book describing the selling and 
installing experiences of a Chicago 
dealer in plumbing fixtures in plac- 
ing bars and other dispensing equip- 
ment for retailers. Printed by Do- 
mestic Engineering. 


About That Tack 

A brief dissertation on “quality 
|} markets” from the newspaper stand 
| point, and especially from the New 
'York newspaper standpoint, in which 
it is contended that “circulation is 
vertical, not horizontal.” Published 
by the New York News. 


No. 551. (Brass), 


No. 512. Passenger Car Dealer Rep 
resentations by Population Groups. 


A chart developed from figures 
supplied by Chilton Class Journal! 
Company and published by House- 


| hold Magazine which gives the num- 
ber of dealers for each make of au- 
tomobile in towns of 10,000 popula- 


tion and less, and in cities of over 
10,000. 
No. 586. Up-to-date Facts About the 


Ladies’ Home Journal. 

A tabulation, in booklet form, of 
alient features about the Ladies’ 
Hlome Journal. Includes a discussion 

jot circulation, editorial content, helps 
to advertisers, etc. 


No. 528. Proof—Advertising Can Be 
Effective in the High Places. 
Results of a study of advertising 

effectiveness, conducted among its 
subscribers by Business Week. The 
book points out how advertising 
makes a sales story stick and how 
it builds preference for the adver- 
tiser’s goods. Particularly valuable 
for the light it throws on so-called 
institutional and other business ad- 
| vertising, the effectiveness of which 
cannot be gauged by coupon returns 
or direct sales. 


No. 515. Shadows at 

Work. 

An intriguing presentation of the 
contention of Redbook Magazine that 
“the shadow of a man stands behind 
every woman who buys.” Contains 
| the complete series of “shadow” ad- 
| Vertisements for Redbook which has 


|; appeared in the advertising press 


No. 561. Bursting Into 


| A portfolio introducing Albion 
| Offset for letterpress and offset print 
‘ers, made by American Writing 
Paper Company. The samples are 
| produced by both methods to show 
/the comparative results. The full- 
‘color pieces are exceptionally well 
done and carry many ideas for colo! 
'combinations and folds. Swatches of 
the full line are included. 


DANGER! 


Popularity. 


No. 558. Fawcett’s Broadcaster. 
| A very attractive and 
| tabloid news bulletin issued res" 
larly by Fawcett Publications, Ine 
giving a highly pictorial present® 
tion of the editorial, circulation and 
promotional activities of the Faweet! 
Women’s Group. Also contains much 
marketing and statistical inform® 
| tion. 
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NEW COMMERCIAL 
FACES ARE SEEN 
AT FLOWER SHOW 


Increased Promotion for 
Garden Items Planned 


New York, March 22.—Come late 
spring and summer, flowers will 
blossom as never before if attend- 


ance and interest manifested at the 
twenty-first annual _ International 
Flower Show, combined with new 
leisure, is a criterion. 

The show this year attracted the 
most varied group of commercial ex- 
hibitors as well as the greatest num- 
per of them on record. For the first 
time, four floors of the Grand Cen- 
tral Palace were used throughout the 
week for the event. 

As usual, it is conducted by the 
Horticultural Society of New York 
and the New York Florists’ Club, 
with the cooperation of the Garden 
Club of America, the Federated Gar- 
den Clubs of New York State and 
the Federated Garden Clubs of New 
Jersey. 

On all floors except the first, com- 
mercial exhibitors displayed along 
the outside walls their lines of fer- 
tilizers, insecticides, lawn and gar- 
den equipment, garden’ furniture, 
masonry, pottery and other acces- 
sories, competing among themselves 
as stifly as commercial growers and 
amateur gardeners did with their 
thousands of floral entries in the 
central expanses of the three upper 
floors. 


Extensive Advertising 


More than $40,000 in prizes 
premiums was sufficient to attract 
the growers, but a much larger 
stake, potential business during the 
coming months, was the cause for 
the exhibits of commercial lines. 
exhibitors made _ this their 
chief promotion of the season, while 
larger firms are backing it with 
localized, sectional and in a_ few 
cases national advertising. Some ex- 
stated their displays were 
built to travel up and down the east- 
ern coast, making all the important 
flower shows from Maine south. 

A dash of sharp competition was 
evident on one floor, where insecti- 
cides met “electracide” in a struggle. 
On behalf of electricity, Folmer 
Electracide Corporation, Rochester, 
NX. Y., made a one-man stand against 
akers of the usual chemical insecti- 
of which there were many rep- 
resented. 

Electracide is a transformer device 
of high voltage which attracts flies, 


and 


Some 


hibitors 


cides, 


skeeters and other such pests’ by 
means of a light, causing them to 


thter between charged wires or bars, 
where they fall dead. Too expensive 
for mass selling, it is finding a mar- 
ket for stable and orchard and 
initial sales for porch use in 
better homes were made at the show. 
Proprietary goods advertisers may 
lave something to watch and learn 
rom, in plant pills, of which there 
Were several exhibited. Newest of 
these is Fertilis tablets, made by The 
Company, New York. The 
somewhat larger but 
looking like aspirin, and 
‘ve fed as food to plants, according 
0 “directions on the box.” 
They are advertised in Better 
ones & Gardens, American Home, 
House and Garden and in the maga- 
he section of the New York Herald 
l The firm has principally 
‘astern distribution now, along with 
‘concentration of western business 
the Dakotas where for some rea- 
h, probably relative sterility of 


use, 


4 few 


Moday 
fablets are 
therwise 


HW 


Mine, 


il, direct sales from magazine ad- 
“tising have run highest of any 


‘ction of the country. National dis- 
bution is expected in three to four 
dls 

Lineage Is Up 
\udrew Wilson, Springfield, N. J.. 
‘ed capsules to deliver an advertis- 
* message on his plant spray. <A 


Mbher of other firms exhibited 


plant food in futuristic concentrated 
tablet form, thereby taking a much 
discussed trick from food packers. 

The Tennessee Corporation, which | 
is sponsoring a 12-station Sunday 
morning broadcast on lawns and 
gardens west to Cleveland, featured 
Loma, a plant food. Newspapers and 
magazines in the area are also being 
used. 

Swift & Company, a competitor, is 
running a coast-to-coast radio broad- | 
cast Sunday afternoons on Vigoro. | 
Local newspaper advertising is being | 
used for further promotion of the 
product, the campaign in the New 
York area starting next week in 
about 30 newspapers. 

Sponsors saw in this year’s show 
a tendency for more industries to| 
tie-up with the consumer interest de- | 


veloped by the competition of flower 
growers and sellers, and a consider- 


able expansion in list of improved | 


products available for garden en 
thusiasts, such as rotary cultivators 


and rubber tired two wheel garden | 
tractors. 
New York newspapers took the| 


show lineages as evidence of greate 
advertising efforts among seed and | 
garden suppliers during the next sev- | 
eral months. 


Issue Special Sections 

A special 
Tribune 
against 
in the section 8,491 
with 6,357 last year and number of 
individual advertisements this year 
was 148 compared with 96 in 1933. 


section of the Herald 
Sunday contained 20 pages 
16 a year ago. Total lineage 


was compared 


These figures do not include a full} 
page in the magazine section by a 
seed house. 

The Times, which also published a | 
special section Sunday, ran approxi- 
mately 3,400 lines against 1,100 a 
year ago. The Sun carried 1,084 lines 
in 18 advertisements and the Ameri 
can, 883 in 18 advertisements. 


| 


Standard Picks Gray 


Standard Tank & Seat Company, 
Camden, N. J., maker of toilet seats, | 
has appointed Jerome B. Gray & Co., 
Philadelphia, to direct advertising. 


Names Rufus Rhoades | 


Rufus Rhoades & Co., San Fran- | 


| cisco agency, has been appointed by | 


the Hercules Caswin Glue Company, | 
Ltd. 


Textile Firm Appoints 


Crompton - Richmond 
Providence, R. I., velvets 


Company, 
and cor- 


|} duroys, has appointed Hirshon, Gar- 


field & deGarmo, Inc., New York. A 
national magazine and trade press 
campaign is being placed on Cromp- 


}ton corduroys. 


Lyndall to Cullen 


Harry W. Lyndall has joined the 
Detroit office of John W. Cullen Com- 
pany, publishers’ representative. He 
was formerly in charge of advertis- 
ing for the Finnell System, Inc., 


“mT: ” 

Promoted by “Times 
Elisabeth Chevalier, who recently 
joined the New York Times to do 
some special research work, has been 
promoted to a position as advertis- 


ing solicitor. 


Men who lead the field 


in every automotive vocation 


turn naturally 


of the SALE. 


to the pages 
JOURNAL 


UILDING motor trucks is a vital part of the business of 


the world-famous International Harvester Co. 


“ven in 


depression-ridden 1933, this company sold more than 30,000 


commercial vehicles. 


At the head of the engineering organization which designs 
these vehicles is A. W. Searratt. a former vice-president of 
the Society of Automotive Engineers and ever an active par- 


ticipant in its functioning. 


Internationally recognized as a 


technical authority on motor-truck engineering, Mr. Searratt 
is typical of the truck engineers who reach for the S.A.E. 


JOURNAL every month. 


JANUARY 94 


JOURNAL 
& 


taal or 
Tyee enems 


A. 
@ Chief Engineer, Motor Trucks 


W. ScarratrT 


Juternational Harvester Co. 


Numbered among $.A.E. JouRNAL readers, in fact. are the 
chief engineers of those companies which regularly build 
more than 98 per cent of all the trucks sold in this Country. 
They like the S.A.E. JouRNAL, too, and often write in to tell 
us so. One recent letter from a leading truck engineer. said. 
for example: “I feel that it is the highest type of publication 


of its kind with which Iam familiar ... 


29 


HE most important passenger-car engineers, production 


men, fleet operators, parts 
well as management executives 


and accessory technicians, as 
in all branches of the industry 


have been writing the same sort of letters recently. 


in conference with 6000 automotive engineers, executives” 


AE JOURNAL 


Published by the SOCIETY OF AUTOMOTIVE ENGINEERS, INC. 
TWENTY-NINE WEST THIRTY-NINTH STREET, NEW YORK 
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NRA DRIVE 10 
URGE SPENDING 
IS CONSIDERED 


Washington, D. C., March 22.—The 
research and planning divisions of 
the NRA are giving serious consid- 
eration to the suggestion of the 
National Committee for Mental Hy- 
giene that advertising be used to 
stimulate a general buying wave, 
it became known here today. 

Too much potential buying power 
is now dammed up because the pub- 
lic has been allowed to develop a 
wrong psychology of thrift, the men- 
tal hygiene group believes, and it 
has suggested a four-point program 
designed to change the _ public's 
opinion, in which advertising plays 
a predominant part 

The suggested program of the 
committee, as outlined by Dr. Alvan 
L.. Barach, includes the following: 

“1. Discourage the type of adver- 
tising used by some savings banks 
which picture a destitute old couple 
in poverty, terrifying the beholder 
with the gruesome warning: ‘Save 
your money!’ 


Show Benefit of Spending 


“2. Create publicity which will re- 
veal imaginatively the beneficent 
effects of purchasing, in creating 
employment and providing food and 
shelter for those now in want. For 
this purpose, utilize the vast ma- 
chinery for advertising now avail- 
able—billboards, newspapers and 
magazines, movies and the radio. 

“3. Advertise to an equal extent 
the throttling influence of thrift at 
this precise moment in our efforts at 
recovery, its potentially ruinous ef- 
fect on our program for the restora- 
tion of prices in the event that 
spending continues to be curtailed. 

“4. Institute an educational cam- 
paign through magazines, newspa- 
pers, the radio, and even the pulpit, 
exposing the fallacy of virtue ob- 
tained through giving up relative 


spicuous through spending could be 
attacked directly by the fruitful re- 
sults of spending. The sensations 
of superiority and martyred pride 
which support vast schemes of re- 
trenchment that are not actually 
necessary could be exposed through 
a simple analysis of illustrative 
cases.” 

It is stated in the declaration that 
“the kind of program inaugurated 
might vary widely from that out- 
lined, but the need for an effort of 
some kind to deal with a partially 
paralyzed buying power is urgently 
with us. An optimism that shuts its 
eyes to this menace is not securely 
founded.” 


Must Change Opinions 


“We have in our midst a cancer- 
ous notion of thrift,’”’ the committee 
declares, “sustained by psycholog- 
ical attitudes that need to be 
straightforwardly dealt with. With- 
out a right-about-face in our orien- 
tation toward saving, we will be un- 
able to prevent a progressive lower- 
ing in our stanaards of living, no 
matter what external schemes may 
be formulated. 

“The alteration in our point of 
view toward thrift may not take 
place without a speciuic program. At 
the present time every indication 
points to the necessity of a concen- 
trated effort in this direction, 
through which the ‘sin of spending 
in times like these’ would be trans- 
muted into the sin of saving in 
times like these.” 


Two Adwavtleeve Pick 
Ingalls-Advertising 


W. S. Quinby Company, La Tour- 
aine coffee, and John W. Murray, 
Inc., women’s accessories, both of 
Boston, have appointed Ingalls-Ad- 
vertising, Boston. 

Newspapers, outdoor and radio ad- 
vertising will be used for the first 
account; newspapers and radio for 
the second. 


Poloris Picks Agency 
Poloris Company, New York, den- 
tal poultices, tablets and allied pro- 
ducts, has appointed William Irving 
Hamilton, Inc. Newspapers, maga- 
zines and radio will be used 
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Atlanta . . . Stamford, 
if you are face to face 


need good engravings 


225 West 39th Street 


This telephone on our 


desk is YOUR production 
man in our shop.... 


Mr. Big Buyer of photo-engravings in New York 
..+ Mr. Advertising Man in Yonkers, N. Y. or 


a special rush printing job ... and if you 


or a campaign ... Phone us your problems! 


CALL LONGACRE 5-4270 


KOPPEL PHOTO-ENGRAVING CO.., INc. 


Conn. or Omaha... 
with a closing date or 


quickly .. . one plate 


NEW YORK 


pritittttititittttittet 


See mere now Face Powder bes dengrs sbewe tor | Aone 
“Pars” ond Emeraude eeu: Ther see them © you lovers 
Nee ee Mee er cole ane ten gns cee Me ee 
foe der gns on Nomous (ory Pertome brews Coty Noe eared 
ee ee 
fererte dew = Coty Face Peter! Every wamens tae ae 
serene © brash Cory pewter woe ter Serng When row bey 


\ “a ee ee ee ee 
on er oh gener: bette fm marching Coty Perteme 
ee ee te 

FO8 8) (O—THE PRICE OF THE POWDER Lone 
> 4 er) meee! ere were es Sere odor abie see ben, 


Typical newspaper advertisement 

in the current Coty campaign, in 

which combination perfume and 
powder sets are featured. 


NRA REGULATES 
DEALERS’ COPY 
ONINSTALMENTS 


Washington, D. C., March 22.—All 
salient facts about the cost of buy- 
ing on the instalment plan shall be 
given in the advertising of retailers 
using this method of selling, the 
National Recovery Administration 
ruled this week. The decision will 
be transmitted to retailers by local 
code authorities. 

“Advertisements of merchandiss 
or offers to sell any merchandise,” 
said the decree, “shall not contain a 
statement or representation that the 
merchandise may be purchased on 
any deferred payment plan of what- 
ever nature, without charge for such 
deferred payment privilege, or 
without a charge for interest, serv- 
ices or other comparable designa- 
tion, when in fact differentials be- 
tween prices for cash and prices for 
instalment payment purchases are 
quoted, marked, or made available 
for identical merchandise, or when 
discounts of quoted or marked 
prices are given on identical goods 
sold for cash.” 


Must Tell Whole Story 


When the selling price given in an 
advertisement is not the only 
charge, the amount of additional 
costs shall be indicated, the ruling 
provided. This applies to equipment 
sales where an installation charge is 
made. 

The NRA also clarified the pre- 
mium situation for retailers by rul- 
ing that ‘in calculating the cost of 
trading stamps, premium articles, or 
shares in a premium, the cost shall 
be the pro rata portion represented 
by that stamp or premium of the 
cost to retailer of the merchandise, 
service or other thing of value 
which is redeemed by the stamp or 
premium.” 


Hal Kostas Meads 
Indianapolis Club 


Hal R. Keeling, vice-president of 
Sidener, Van Riper & Keeling, Inc., 
was elected president of the Indian- 
apolis Advertising Club at the an- 
nual meeting. He succeeds Charles 
M. Bryan, former manager of Gen- 
eral Outdoor Advertising Company’s 
branch office, who has been made 
manager of the Pittsburgh office. 

Frank T. Carroll, business mana- 


ger of the Indianapolis News, was | 


re-elected vice-president of the club, 
and G. Vance Smith, president, Cen- 
tral Advertising Corporation, was 
elected to the board of directors. 


Join Radio Department 


M. Lewis Goodkind, who has been 
with Lord & Thomas, Chicago, for 
several years, has been placed in 
charge of station relations and pub- 
licity in the agency’s radio depart- 
ment. Basil Loughrane, formerly 
wth National Broadcasting Company, 
is in charge of program productions. 


Dealers Learn 
G.E. Appliance 
Plans for 34 


Bridgeport, Conn., March 21.—The 
General Electric “Prosperity Parade” 
through which the G. E. appliance 
lines for 1934 will be presented to 
dealers throughout the country on 
a tour which will cover 32 cities, be- 
gan here with a meeting of 200 Con- 
necticut dealers March 19 at the 
company’s main plant devoted to pro- 
duction of appliances. 

After presenting the full 1934 line 
and outlining the company’s sales 
and advertising program for the 
year, the “parade” split into two 
sections which departed March 20 for 
New York and Boston respectively. 
The merchandising specialists who 
comprise each section, nine in one 
and ten in another, will make their 
presentations in each city in coop- 
eration with the local distributor. 

One section will cover northern 
cities and the other will work through 
the south. The “Prosperity Parade” 
idea is based upon the company’s be- 
lief, expressed by President Gerard 
Swope, that the electric appliance 
business is “on the threshold of a 
new era which will surpass any pre- 
vious period in the history of this 
fast growing industry.” 

Dealers attending the “parade” 
presentations are shown statistics in- 
dicating that there will be a sharp 


/upturn in general business by July 1. 
The fact that the federal government 


is spending for various relief pro- 
grams an average of $387.50 per fam- 
ily is also stressed in the presenta- 
tion. Mr. Swope’s forecast of a 
“great buying revival” is promin- 
ently featured. 

The arrangements for the “pa- 
rade” are supervised by John L. 
Busey, appliance sales manager; 
A. E. Pierce, manager of the market 
investigation department; B. C. 
Bowe, radio sales manager; A. L. 
Atkinson, cleaner sales manager; 
J. M. Wicht, home laundry equip- 
ment sales manager, and D. C. 
Spooner, assistant sales manager. 


Boston C lub Bireste 


Practice Campaign 


The Boston Advertising Club is 
conducting a hypothetical company, 
Boston Baked Bean Company, 
through all the stages of appointing 
an agency, considering media, and 
preparation of plans and copy. 

Speakers presenting phases. of 
these problems are H. R. MacNamee, 
Richardson, Alley & Richards; Roger 
Long, Curtis Publishing Company; 
H. F. Woodward, New England 
Grocer and Tradesman; W.W. Payne, 
national advertising manager, Bos- 
ton Herald-Traveler; Dwight W. 
Norris, National Broadcasting Com- 
pany. 


Hansell and Zook 
Establish Agency 


Hansell-Zook, Ine., advertising 
agency, has been formed, with offices 
in the Land Title Bldg., Philadelphia. 

Standish Hansell, formerly vice- 
president of the Furness Rayon Cor- 
poration and the Corporation Guar- 
antee and Trust Company, is presi- 
dent. W. H. Dunwoody Zook is 
treasurer, and I. N. Levy, formerly 
president of the Franklin Advertis- 
ing Agency, and previously with 
Acme Advertising Advisers, is execu- 
tive director and general manager. 


Lyman to World-Wide 


Samuel Lyman has been appointed 
purchasing agent and director of ad- 
vertising and sales promotion for 
World-Wide Distillers Products, Ine., 
New York. 


BALLANTINE IN 
NEW DRIVEFOR 
BEER AND ALE 


New York, March 22.—A series of 
four 1,100-line advertisements wij; 
be used to re-introduce ale and beer 
of P. Ballantine & Sons, one of the 
oldest brewers of the east. 

The series was tested in New 
Haven and is now running in si x 
metropolitan New York newspapers. 
one Brooklyn paper and one in New. 
ark, where the beverage is many». 
factured. 

Release in other centers in New 
Jersey, New York and New England 
will be subject to the distributor's de. 
cision and whether he has distriby. 
tion sufficient to support the ip. 
augural campaign. The advertise. 
ments run once a week. Benton & 
Bowles are in charge. 

This is the first Ballantine ale and 
beer advertising since prohibition, 
the beer and ale not being returned 
to the market a year ago because 
Ballantine would not jeopardize its 
old prestige and character in the 3.2 
per cent market. 

To be certain that the old qualities 
should be re-introduced at the start, 
Ballantine officials refused to launch 
the higher percentage ale and beer 
after repeal last fall, but held it for 
proper aging. 


Uses News Theme 


First in the re-introductory series 
is an advertisement built around a 
newspaper theme: “It’s News When 
America’s Number One Ale _ Re- 
turns!”’ Illustrations show news- 
paper office scenes. Second in thie 
series is theatrical: “Spotlight! WNa- 
tion Applauds Return of Famous 


Ale!” The advertising features the 
slogan: ‘“‘America’s Finest Ale’ 
since 1840.” Another slogan em- 


ployed is “It’s great to ‘Let Go’ with- 
out going too far.” 

Theatrical copy has two movie tie- 
ups. One is with Universal’s “I Like 
It That Way” and the other, “One Is 
Guilty.” Pictures show stars from 
each. 

In the copy, Ballantine gives 
stronger alcoholic beverages a rather 
sharp slap and goes on to explain 
why the ale and Export beer was s0 
late in reaching the market: 

“It has what-it-takes to help you 
‘let go’—and yet stay within the 
bounds of moderation. And it has 
the character, the fine flavor and 
deeply satisfying goodness that only 
the finest of ales possess. 

“Try it—and you'll understand 
why Ballantine refused to brew this 
famous ale until it could again be 
made to old-time standards of per 
fection... full strength, finest 
quality.” 

The only advertising since repeal 
done previously to this by Ballantine 
was 400-line copy in about 15 cities 
announcing distributors appointed 
The company plans to cultivate its 
old sales territory, including New 
York, New Jersey and New England, 
before seeking further market ¢* 
pansion. 


Display School Starts 


A new school to teach the art 0! 
creative window and _ interior dis 
plays, the New York School of Dis 
play, has cpened under the directiou 
of Mrs. Polly Pettit, display manage! 
for Black-Starr and Frost-Gorham 
Inc. Ravett Advertising Agency has 
the account of the school. 


Ul 


ull 


HI 


MASS PLAN ADVERTISING. 


HOME-TO-HOME DISTAIBUTION OF ADVERTISING AND SAMPLES _ 
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Advertising agencies throughout the United 
States are invited to make use of the Sta- 
tistical Department of Big 4 Advertising Car- 
We'll consider it a privilege to co- 
You'll find our information highly 
accurate, dependable and helpful. 
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ADVERTISING AGE 


March 24, 1934 


TEADY DRIVEON 
RICORO LAUNCHED 


New York, March 22.—-A new 
paign on Ricoro cigars has 
started by the United Cigar 
and Whelan Drug Stores in 
metropolitan newspapers of 
York, Chicago and 
where the effort will be made to in- 
crease sales by steady bombardment. 

The campaign is scheduled to run 


cam- 
been 
Stores 
eleven 
New 


until Christmas. It consists of five 
insertions a week of 125-line adver- 
tisements, delivering buying stimu- 


lants with machine gun regularity. 
The United States Advertising 
Agency is handling the account. 

As Christmas approaches, the size 


of the copy will be enlarged some- 
what for special events. All stores 
and agencies are tying in with in- 
terior and window displays. 

This year’s advertising is strik- 
ingly more intensive than last year’s 
program, when much larger inser- 
tions were run consistently but at 


far less frequent intervals, generally 
about every other week. 
The five-times-a-week shooting this 


year will entail a greater aggregate 
lineage than a year ago and appre- 
ciably increased budget, even though 
insertions individually run much 
smaller. Copy and = layout will 
change each week, 

Initial insertion was in reverse, 


featuring primarily names and price. 

“Men who know fine cigars 
Ricoro cigars are big value!” it said. 
A white panel gave the price of the 
Nobles size at five cents and Coronas 


at seven cents or four for 25 cents. 


Protest Bill to 
Bar Advertising 
Of Trustee Work 


New York, March 22.—Bank and 
trust company advertising would be 
drastically curtailed by enactment of 
the Moran bill now pending before 
the state legislature, according to a 
statement by William G. Rabe, pres- 
ident of the New York Financial Ad- 
vertisers and vice-president of the 
Manutacturers Trust Company. 


say 


The bill, introduced by Assembly- 
man Kdward S. Moran, Jr. would 
make it a misdemeanor for a bank 


or trust company advertise itself 
as qualified executor, 
ministrator, guardian trustee. 

The protest forwarded by Mr. Rabe 
to James Robinson, chairman of the 
committee on code of the leg- 
islature, read in part follows: 

“Our members are engaged in the 
useful work of interpreting the fa- 
cilities of financial institutions of the 
state to all those who need such fa- 
cilities. We regard the fiduciary serv- 
ices of such institutions as indispens- 
able to the publie. 

“Such services are rendered under 
conditions of financial responsibility 
and governmental regulations which 
afford far greater protection to estates 
and trusts than similar services ren- 
dered by individuals. The wider 
such corporate fiduciary services are 
extended throughout the state, the 
greater will be the benefit to the 
people of the state. 


to 


to act as ad- 


or 


state 


as 


Lawyers Are Blamed 


or 


ro deny corporate fiduciaries the 
right to make known 
the services they are lawfully au- 
thorized to render would an act 
against public interest. To place 
truthful advertising of lawful and 
beneficent services in the category of 


to the public 


be 


a misdemeanor would be to deny 
ordinary justice.” 
Similar bills, seeking to prevent 


banks and trust companies from ad- 
vertising fiduciary services but not 
to prohibit the financial houses from 
rendering the services, have been in- 
troduced on several occasions. They 
are put forward and supported by 
lawyers, Who, not permitted to adver- 
tise themselves, argue that the ad- 
vertising privilege held by banks and 
trust companies is an unfair advan- 
tage. 


ja second 
Philadelphia | 


| day 


Daily Installs 
Color Presses 


99 


St. Louis, Mo., March 22.—The in- | 
stallation of new press units designed 
for two-color printing in the black 
and white of the Sf. Louis 
Globe-Democrat has just been com- 
pleted, and that newspaper now 
printing advertisements in black and 


sections 


is 


color. 


The new units have been applied 
to the Globe-Democrat’s Duplex 
presses, which were installed in the | 


new building of the paper. The Sun- 
magazine and Sunday comics | 
have been printed in four colors on 
the the Globe- 
Democrat moved into the building in | 
1931. 

The black-and-white Duplex presses 
not originally equipped for a | 
second but in December 1933 
five complete units were ordered to 
supplement them with color. Adapted 
directly by the Duplex Printing Press 
Company to the present presses, this 
new equipment employs the same 
type of plate cylinder as used in black 
and white printing, enabling the sec- 
ond to added without 
rifice of facilities or of speed. These 
color units are capable of precise reg- 
tests having shown the possi- 
bilities of unusual effects. 


Goss presses. since 


were 


color, 


color be Sac- 


ister, 


Warner, Garton Join 


Hanrahan Organization 
Robert G. Warner has been ap- 
pointed sales promotion manager for 
the John Hanrahan Publishing Com- 
pany, New York, which directs adver- 
tising sales and promotion for Arts « 
Decoration and The Stage. 
John Garton, formerly publisher of 
Sky Lines, has been appointed to the 
advertising staff of The Stage. 


“W orld-Herald” Elects 


Henry Doorly has been elected 
president of the World Publishing 
Company, publisher of the Omaha 
World-Herald, H. E. Newbranch is 


editor and vice-president; W. R. Wat- 
son, managing editor and secretary- 
treasurer; M. B. MeNab, business 
manager. Paul L. Martin was elected 
to the board of directors succeeding 
the late Senator Hitchcock. 


Howard Mack — 
in Direct Mail Field 


Howard Mack Warner has joined 
the Mailograph Company, New York, | 
as secretary. 

Mr. Warner is a director and for- 
mer president of the Association of 
Advertising Men, and was formerly 
an executive of the Perry Candy 
Company. 


Al Smith Quits | 
“New Outlook” 


Al Smith this week announced “4 


resignation as editor in chief of the 
New Outlook, with which he has been | 
connected since the publication was | 
revived by Frank A. Tichenor. 
Pressure of other business was | 
given as the reason for resignation. 


Auer Named Chairman 

Alvin R. Magee, president, News 
paper Advertising Executives Asso- 
ciation, has appointed George J. 
Auer, advertising manager of the | 
New York Herald Tribune. as chair 
man of the program committee for 
the annual convention of the associa- 
tion to be held in New York. 
18-20. 


Newspaper Authority 


The Newspaper Code Authority 


June | 


Has Permanent Office 


for the daily newspaper publishing 
business has moved from temporary 
offices to a permanent home at 230 
W. 41st St., New York. 

The telephone number is Pennsy)- 
vania 6-1192. 


Black Rewsns * Aasigua! 
For Milwaukee Post 


John H. Black, formerly assistant 
publisher and business manager of 
take the part to have been assumed 
the Chicago American, has joined the 
Wisconsin News, Milwaukee, as man- 
ager. 


Biscuits to F. & E. 


Quaker Oats Company, Chicago, has 
appointed Fletcher & Ellis, Inec., New 
York, to handle advertising of Quaker 
| Whole Wheat Biscuits, formerly 


| known as “Muffets.” 


Getting Personal 


Joe Gannon, the New York Times censorship expert, is quick at 
thinking of innocuous phrases which he can substitute for dangerous 


without offending the 


Manhattan 


expressions 
de Paree, 


hot-night-spot, 


Casino 
he 


For 
as 


instance, 
happy when 


advertiser. 
was just 


changed, “50 hottest females this side of Hell,” in its advertisement! 
to read, “50 most alluring girls this side of Paradise.” 


Monica O’Shea, 


important Esty 
place in Ireland, and she’s thinking about it right now. 


has a summer 
Lawrence 


account woman, 


Fertig is treating Great Neck neighbors to the spectacle of an agency 


president in a Rolls Royce. 


Hal Fletcher, advertising 


Reg Fletcher, eastern manager of 
The fact doesn’t occur to many because they are so much 


brothers. 


unlike. Hal has that race horse 


director 


World-Telegram, and 
Post-Dispatch, are 


the 
Louis 


of 


the St. 


look, while Reg, who chases the 


elusive agate every bit as hard, remains pleasingly plump in spite of 


all the exercise. . 


H. K. Boice, CBS's v. p., and his bride, the former Mrs, Eleanor 
Fulton Hitchcock, are honeymooning at the end of a boat ride, but the 


groom’s staff was instructed not 


to say just where. Harold 


Fields, of Harold Fields & Associates, is a member of the executive 
committee of the group of 48 appointed by Secretary of Labor Frances 
Perkins to make a study of immigration matters. 


Jim, “the advertising barber,” with a shop at 8 W. 40th, can recite 


ADVERTISING AGE backward by 2 
the scores of advertising men who 


o'clock Monday afternoon. 


Among 
go to Jim’s for sleeking and a dis- 


cussion of the week’s news are Frank Watts, Brent Neale, Dave Lee, 


Bil! Haring and S. P. Kennedy. 
Ralph Starr Butler, running on 


the Republican ticket but endorsed 


by the Democrats also, has been re-elected a school trustee at Bronx- 


ville. 


George Dibert, JWT's buyer of 
He makes animated captions for his pictures by a wierd 
process that involves table tapping. 

Louis Moore, 


Cine-Kodak. 


Clare Smith, secretary to 


local space, pals around with his 


p. m. of the New York 


American, is a noted cat-portraitist in her spare time up at Ossining. 
Frank Cole, a. m. of Henderson's seeds, has held that job for 30 


years. 


The combination of cloudburst and taxi strike kept most of the 


girls away from Kay Winn’s and 
but not 


the men, although some were late and wet. 


Marjorie Paul’s cocktails Sunday, 
The hostesses, 


who had carefully worked out a list giving both sexes equal repre- 


sentation, were dismayed to 


have 


a firemen’s convention on their 


hands but Bob Rankin, Jack Trow, Tom Moore, Jr., and other hand- 
some young bachelors seemed quite contented with the divided atten- 


tion of the Misses Paul and Winn. 
Fred Nichols, BBDO writer, is 
It’s a girl. 


proud-fathering for the first time. 


Bob Nichols, friend but no kin, who recently resigned 


as p. m. of Country Home to write for Field and Stream, is a famous 


skeet shooter. 
Matt Taylor, who used to write advertising for First National 
Pictures, had a story in last week’s Saturday Evening Post. Matt 


consecrated himself to art some time ago, definitely forsaking the ad- 


vertising profession. 


One of the busiest advertising 


managers is Marshall Best at Vik- 


ing Press, who also manages the authors and reads the manuscripts 
submitted to his firm, together with nearly all contemporary litera- 


ture, 


Stuart M. Chambers, of the Sf. 


Louis Post-Dispatch, in New York 


this week on business, spent the week-end posing Gotham real-estate 


for miniature snapshots. 


John S. Cohen, publisher 


of the Af- 


lanta Journal and former senator from Georgia, has been named treas- 
urer of the Democratic National Committee. 


S. A. Perkins, of 
Wash., receiving 


by his southern California estate. 


publisher 


Is 


congratulations. 


the Daily Olympian, of Olympia, 
Oil has been discovered hard 


Ned Chalfont, former agency 


executive, who is now a big shot in the Rodney Boone organization, 


was born in China. 

Roy S. Durstine, BBDO v. p. 
Zigzags” for the April Scribner's. 
responsible for “Red Thunder,” to 


His 


His parents were American missionaries. 


“Moscow 
also 


and g. m., has written 
recent trip to Russia 
be published late this spring. 


is 


Dr. R. A. Clemen, who has just been elected president of Whit- 


man College, Walla Walla, Wash., 


was formerly associate editor of 


The National Provisioner. His book on the livestock industry is still 
the authority. .. Clemens’ old boss, Paul Aldrich, is now on the coast... 

Mrs. Fay King Watts, national advertising manager of the 
Honolulu Star-Bulletin, is now visiting the mainland, including in 
her itinerary her old home in Birmingham. Charlie Younggreen 
was elected an honorary member of Advertising Men’s Post No. 209 


New 
The 


in York recently. 


exhibition of fine 


modern 


printing held by the Graphic 


Cirele of Berlin includes an excellent example of the work of Edward 
de Salisbury, advertising art director for NBC, 


W. C. Cowling, sales director for Ford 


Motor Company, broke 


all records for speech-making and suit-changing while in San Fran- 


addressed 
five 


He 
and 


week. 
Club, 


last 
Luncheon 


cisco 


the 


dealer-salesmen 


Shrine 
changed 


the 
He 


Advertising Club, 
meetings. 


his suit for each appearance, displaying six in one day. 


Expands Business 


Jack Carr, well Known in the di- 


Lucas Names Gray 
Advertising of John Lueas & Ci 


rect mail field, is expanding his serv- | Philadelphia, makers of Lucas Paints, 


ice organization in the direction of 
a general agency, and is now han- 
dling four local accounts in Tampa, 
Fla. 

Mr. Carr 
advertising 


previously operated an 
service in Milwaukee. 
He will continue to write “cordial 
contact” letters for national ae- 
counts from Tampa. 


Trade Magazine Starts 

Hartford Publishing Company, 
Oakland, Cal., publisher of Harford's 
Alcoholic Buyers Guide, will publish 
a new magazine, Alcoholic Merchan- 
diser. K. W. Ford will be editor and 
B. Theo. Harding advertising mana- 
ger, 


has been placed with Jerome B. Gray 
& Co., Philadelphia. Newspavers, car- 
front posters and radio will be used. 


Meinzer Resigns 
Walter E. Meinzer has resigned as 


special assistant to Henry C. Bohack, 
| Jr., vice-president, H. C. Bohack Com- 


| pany. He was formerly with Great 
/ American Tea Company and Good 


Housekeeping. 


Neely Succeeds Dodge 

W. H. Neely has been appointed to 
succeed Harry D. Dodge as managing 
,director of Graham-Paige Motors. 
Limited, of Canada. 


Show Goes ~~ 
As Lowe’s Wife 


Passes in East 


Chicago, March 22.—The illnesc 
and subsequent death of the gracioys 
Lilyan Tashman, film star, in New 
York Wednesday had its repereys. 
sion in Chicago advertising circles 


because of the fact that her hushang, 
Edmund Lowe, was scheduled to ap- 
pear on the Palmer House broadeast 
over NBC Tuesday night. 

Lowe himself was suffering from 
a severe cold, but until Tuesday 
afternoon expected to participat: in 
the broadcast. When Miss Tash. 
man’s condition took a turn for the 
worse, he wired Lord & Thomas, 
agency in charge, that he would be 
unable to leave her bedside. 

The telegram was received at » 
p. m., the broadcast being scheduled 
tor 9. Basil Loughrene, head of the 
Lord & Thomas radio department, 
bethought himself that George Raft, 
another movie celebrity, was in Chi. 
cago, and took up the trail. Raft 
was located at 6 o’clock and imme. 
diately consented to pinch-hit 
Lowe when the situation 
plained to him. 

No attempt was made to have Raft 
take the part to have been assume 
by Lowe. On the contrary, the radio 


for 


Was exX- 


audience was apprised of the last 
minute change and asked to overlook 
any gaps in the program. It fol- 


lowed the broadcast with great sym- 
pathy and manifested interest in the 
interview with Raft which was inter- 
polated. 


Carle M. Bigelow & Co. 
Established in Boston 


Carle M. Bigelow has formed Carle 
M. Bigelow & Co., 129 Newbury St. 
Boston, which will act as manage- 
ment engineers and merchandising 
counselors. 

Mr. Bigelow was formerly 
dent and general manager of 
low, Kent, Willard & Co., Ine., 
ton. 


presi- 
Bige- 


Bos- 


SALESMEN | 
WANTED! | 


Experienced, reliable sub- 
scription salesmen wanted 
by leading business publica- 
tion to work in New York, 
Boston, Philadelphia or Chi- 
cago. Salary to qualified 
men. Address Box 1000, 
care of Advertising Age. 


Congress 
is in Session 


The activities of politics, business 
and society are more colorful 
than ever before. You will enjoy 
Washington this winter. 

The best in accommodations, 
location and smart surroundings 
are available at this distinctive 
hotel. Write or wire for reservations. 


Nathan Sinrod, Manager 


WAY-ADAMS HOUSE 


LAFAYETTE PARK AT SIXTEENTH 


NATHAN SINROD,MGR.., 


WASHINGTON , D.C. 
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Write for your copy That’s why The OUTFITTER of Eating and Drinking 
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————SS= . . 
= expanding industry. 


USE The OUTFITTER of Eating and Drinking Places, 1900 Prairie Ave., Chicago, Illinois 


R.. (Formerly BEER and BAR EQUIPMENT) 
.C. 


St RS SUES AE RS ES SS SN sh SSSR Oe SSS i A SUE Ros IO OPS 


cc 
A 
at 

| abe oer 
) ae ee ee 
i bf ree, A a : A pre Ro se 
Be Ay oS se OF ae We eae ey Sal 7 ee eS . eae its ro Yosh , * ~ : : A 5 . é * . aa 
They peed Cee Okc aden ee ‘ cS, eS RT ae | Sh eae ot, Wea Are “e zs an a Sant eas ee Naa plese ieee =e eile te - way ae eect ee ak Dery! pe neha ei abe, She Rate SF a OR ry i ; Lge ears Ee 
AS? se IN Tips, Ble eae eae a feed) SA oe a a Seep Br Re eg Fo a EEE? Bs een ee is ic a ete NB Rt as iia Sey Strat ‘ a fata es oe fe ny nk y & pee eae : ; cel 1S Siena ie 
agin Ae Na aR GF oe aad at Pee sos Re ap Reais get Ok eee ee a | Se ee ee POR ge MD Be ira Pe yen garth SORAO AE Me) eg a Por MOL eye ed a ham site: Raheem bens Seo curren ae ny ‘lenis ase i mah Pe eneeaik ss Ve ep meme Tern Gis re Rae he etry ced Maine ee Re 
fouled a poe oe a . risk EE ot girs tg a eee rte r Y y4 ee ee eae a Pe ee co pe ee OS ie Ree a ee Sie ee ee PA Pea Les oe ee ON” ak pm Ie Oy Sen REN ee ek a re aR rary See oF aye ‘) GR eR gets EES 2, Fale Ak eee ios ea al tbe 
Se ores Se as ese soe » ree ee ita re akc mae Ue BS Fires Ls Bei es: ye ile ey Is vat S ie Fase ace ie perry AaNeT ; vi ge TE ee CR ais raha a ede ras on se he whi Ma if bs ist ¥ iat pS 

EAD Rees eel eat ere oS a a Oe oA ARAM eae «GP ie (Reeve tenn Vie Ri SE er Se ean Bis Ret lk ee Nar te at i hd gat Fey ; 20S a Re Wet ON cc See See De Vig Bi Dacteeps etek : te! ee Setar ae 
EME TUS Wa eee Rene dey f et Oe sii Aaa A dT ak he Daehn at ct i Met ane one LE OPN Erie's pr rer La Camenen Tee ee Sey es he a ES EA FEN Pe es Semi gr Bin R LES Bre membre teen Pap 5 SA Re Ue Sone, \aiee, ieee me gale 8 Sgt 82 
‘ CRT Pea nee Bs aa te eh a. eisai pe ty ic 5 ea at ee tn Oey ye Bahay uit ante er a. ie Sie cade ase re Bixee 2 ah ee ages eT PE, Rees SMe wat se eae aed ee a oe a abit ae aa of PR a sare asihie Ys A ue ee se ree a Ae Th ao Boge ae Cae Aas aa eee rH, 

seein & ie Oe Se oe ay eal Uae oa Ra BA Py iu CS Tie te me ore rad Mere ering» ale a LS ce aig rah os Cate Ser iaen os OP a a tie Mab se Sie Bao 38 Fs ch fe ie el eh a 5h ok Re rg et Rey ae > Pia. PF er Gate Se aan erg RS te Sieh 
“3 EG 5 che a Sieh aca caeet Sowa Enel 9 i peat pet ae Aer Bee } ees fo si 3 PaaS NT: Fis oe Woe aM Pe Ss OO ee ete: al a at eee oe ; pet gre ts ay ae felt Sephae) MOS i sete ph ay. SEM pana res srs SEY Tay es 

SA ey Sy 7 An vee Sere ena aera en ge Sv ee emai Pe Seed RMON a gh Mh tke Sed A Raa A ee, Cg ne Ra Celngrlin cin ae Pe Sect Sage. RESON a Soe eA PRI fa OEE O: eee REN Sol al yaar Ry hod CA SO aca Bi, Ores Saar in Ln eM Salat ey PRR RNRE Tin 3) 2 Oe ae We re ey 

aio" ete Patents Ue ee Cee as Ne ss bo a tee Re Te ye aa ng rere oa et Memes hy MSN Ae ae ene Ori pee ot Ch a> Seen ey nem wen Seay tons Shia er eS sea ean eon hag ce Se) ORME pe aia Aagt . (si Npenaee Meanie oo ty AG ONS Ba Le 


22 


ADVERTISING AGE 


March 24, 1934 


es 


Exporter Picks Agency 


American Livestock & Export Com- 
pany, Inc., specializing in the selec- 
tion, purchase and delivery of breed- 
ing stock to foreign countries and 
export of agricultural commodities, 
has appointed Campbell-Sanford Ad- 
vertising Company. 


G. F. Offers Series 


General Foods Corporation 
tures Beatrice Fairfax, 
authority on heart problems, 
weekly broadcast for La 
washing powder, over 
Saturdays at 9:30 EST. 


fea- 
famous 
on the 


uw 
Ta Drug business 
defies depres- 
There are 
reasons — 
but effective use 


of the dealer's 


sion. 
many 


window is by 
means the least! 


. 
EINSON-FREEMAN CO., 


LITHOGRAPHERS 


Specralizing 


re SLOW ae 


store display 


ads er pining 


STARR & BORDEN AVES. LONG ISLAND;CITY,NEW YORK 


7 ry 


You 
need this! 
Geono-print 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1333 SOUTH WABASH AVENUE, CHICAGO 


Telephone Calumet 7200 


France 
NBC-WEAF 


INC. 


Crfoy 4 
ASTAR HOTEL 


in New York 


& for BUSINESS... 1 block from 
Times Square, 3 blocks from 5th 
Ave. Underground passageway 
to all subways. 


*& for DINING...3 restaurants 
to choose from—coffee room, 
tavern grill, main dining room. 

Breakfast from 30c Luncheon/rom 65c 

Dinner from 85c¢ 

& for RECREATION...69 fine 
theatres within 6 blocks. 1 block 
from Broadway...4 short blocks 
to Madison Square Garden. 


& for QUIET SLEEP... 32 stor- 
od of fresh air and sunshine 
high above the street noises. 


1400 large rooms ..each with 
bath {tub and shower} servidor 
and radio. 


SINGLE from $2.50 
DOUBLE from $3.50 


Special Rates for Longer Periods 
Send Hoi bookles "M"” 


JOHN T. WEST, 


General Manager 


LINCOLN 


“Ath TO 45th STS. AT 8th AVE. - NEW YORK 


“LASTEX” YARN 
MERCHANDISING 
PROBLEMS TOLD 


(Continued from Page 1) 


For the first time, the full market- 
ing and advertising story of Lastex 
was revealed this week in an inter- 
view granted ADVERTISING AGE by offi- 
cials of Adamson Brothers Company. 

Lastex, they explain, is an ingredi- 
ent product and its marketing, there- 
fore, involves special problems. A 
rigid system of control has been es- 
tablished. The advertising is directed 
at present only to the consumer and 
the retailer. 


Has No Sales Staff 


Strangely, or perhaps. not 
strangely after all when the nature 
of the product is understood, the dis- 
tributor employs no sales force, and 
has no sales Manager nor usual sales 
set-up for the product. He has his 
hands full in handling inquiries from 
manufacturers who are interested 
and think they might profitably use 
Lastex in their production. 

What the future may bring in the 
way of promotion is merely hinted 
in the recent expansion. Last year, 
consumer advertising consisted of six 
pages in Vogue. This was abetted 
by advertising in various trade pa- 
pers. 

The greatly increased advertising 

budget this year, starting in Janu- 
ary, provides for full pages in 
Vogue, Vanity Fair, New Yorker, 
Harper’s and Esquire. 
In addition, the trade paper list 
has been expanded. Sizable copy 
appears weekly in Women’s Wear 
Daily and once a month in the Daily 
News Record. Others on this list are 
Men's Wear, Apparel Arts, Apparel 
Arts Fabrics & Fashions, Corset € 
Underwear Review, Corsets & Bras- 
sieres, Dry Goods Economist, Mer- 
chants Trade Journal, National Retail 
Dry Goods Association Bulletin, Mer- 
chandise Manager, Underwear €& 
Hosiery Review and Knitted Outer- 
wear Age. 

Last year, by comparison, the 
trade paper list consisted of a small 
schedule in Women’s Wear Daily, the 
Dry Goods Economist and two corset 
publications. Further expansion of 
Lastex promotion this year will in- 
clude preparation of display cards 
for retailers’ use and establishment 
of a window display idea service. 

Ordinarily, the story of Lastex is 
told by describing the product, and 
its origin. Many advertising people 
are aware already that it brings to 
the textile business a potent sales 
stimulator in the form of a new 
“fourth dimension.” More than 180 
products, principally in the men’s 
and women’s apparel field, are al- 
ready being made with it. 

Application of the yarn to piece 
goods, draperies and_ upholsteries, 
and even as an interior finish for 
closed cars to give wrinkle-proof 
wear to seat coverings, is anticipated. 
Early introduction of Lastex as an 
ingredient in men’s shirts and col- 
lars is expected. 


sO 


Invented in 1930 


The product may be described 
simply. What the advertiser has to 
sell is cones of Lastex yarns, which 
are made to specification for manu- 
facturers. The yarn consists of a 
round core—-a chemical compound 
which is a trade secret—obtainable 
in any size, with two wrappings of 
ordinary textile fibres, cotton, silk, 
linen, wool or synthetics. 

Before the invention of Lastex by 
Percy Adamson, president of Adam- 
son Brothers Company, in 1930, use 
of elastic fabric was extremely lim- 
ited. The common form was webbing, 
such as that of which garters and 
suspenders were made. It was too 
coarse for general use in outer ap- 
parel. Furthermore, it is said, it did 
not have lasting qualities, because its 
foundation was a series of four-sided 
strips of rubber cut from a _ sheet 
vulcanized on the upper and lower 
sides. 

The Lastex story 


indicates that it 


PERENNIAL FAVORITES TAKE UP LUX CUDGELS 


MUTT AND Set AA Reat Pat 


NoW LISTEN, SAP! TomMoRROW WE 
GO UP IN PROFESSOR ZINSKY'S 
BALLOON 10 MILES INTO THE 
AIR. YOU JUMP OUT WITH A 
PARACHUTE WHILE 1 TAKE 
PICTURES. PUT ON TWO PAIRS 

OF SOCKS—ITLL BE COLD. 

a 


BUT ALL MY sens at 


~~ 


oe er RUNT, WASH "THESE SockS 
Cx-s You IN LUX—I CANT BE BUY- 
ING YOU NeW ONES ALL THE TIME. ANY 
DUMB BELL KNOWS CAKE-SOAP 
| RUBBING WEARS OUT SOCKS 


SAY, MUTT, YOURE A 
REAL PAL. THis LUX TRICK 
WILL SAVE ME FROM COLD 


LUX for Socks rr Stockings 


2 Minutes a Day doubles Wear... ? 


Current newspaper copy for Lux, featuring good old Mutt and Jeff, 
who have been catering to the needs of comic strip readers for lo, 


these many years. 


is not subject to oxidization. It is 
the first spun base in circular cross 
section, hence all exposed surface is 
sealed and fabrics into which it is 
woven withstand fully as much laun- 
dering, cleaning and wear as other 
fabrics, laboratory and practical use 
tests show. 

Lastex yarn may be woven or 
knitted into the fabric in any de- 
sired proportion, that is, the actual 
percentage of Lastex yarn used may 
be anywhere from one to 100 per 
cent, depending upon intended use. 

Marketing of Lastex has been kept 
under strict control. First to adopt 
it were corset manufacturers, and the 
bulk of the yarn still goes into cor- 
set fabrics. Industry after industry 
followed. The problem has been to 
feed the product into individual in- 
dustries in such quantities that the 
introduction would be effective and 
permanent. 


Large Purchases Necessary 


This policy has precluded small 
purchases, such as might be made for 
novelty merchandise. Instead, it has 
required interested manufacturers to 


ee 
| Fa 


One of the typical class magazine 

advertisements for Lastex. A par- 

ticular garment, and its manufac- 
turer, are featured. 


go into the proposition on such a 
seale that successful, permanent es- 
tablishment of Lastex in a particular 
industry would be assured. 

Manufacturers have been encour- 
aged to come direct to the distribu- 
tor when contemplating a Lastex 
product, rather than to the mill 
which would weave the fabric. A 
staff of technical advisors handles 
such inquiries and gives accurate in- 
formation on costs and general pos- 
sibilities. 

The quality control plan has been 
responsible for a substantial part of 
the merchants’ ready acceptance and 
promotion of the product, according 
to the distributor. Trade paper copy 
stresses the price maintenance point. 

Adamson Brothers Company and 
U. S. Rubber pooled interests and 
now control all patents, ete., on both 
Lactron, the trade name for the fila- 
ment, which results when chemically 


treated latex is squirted through 


jets, like rayon, to form the base for 
the fabric wrapping, and Lastex. 

If a manufacturer misuses' or 
abuses the product, it is within the 
power of the Adamson organization 
to cut off the supply of yarn going 
into the mill producing the specifi- 
cation fabric necessary to the finished 
item. This affords the retailer pro- 
tection against price cutting and un- 
ethical competitive tactics. 


Control Use of Product 


The quality control plan represents 
an effort to control Lastex after it 
leaves the yarn plant, to keep it out 
of shoddy merchandise and to pre- 
vent sale of inferior merchandise to 
the public at high prices merely be- 
cause it contains some percentage, 
even though small, of the elastic 
yarn. 

Manufacturers are _ required to 
make up samples and have them ap- 
proved by Adamson Brothers Com- 
pany before general production be- 
gins. In its tests the company sends 
many samples to the Better Fabrics 
Testing Bureau conducted by the Na- 
tional Retail Dry Goods Association. 

To some manufacturers Adamson 
Brothers Company issues a gold label 
stating that their products passed the 
Better Fabrics Testing Bureau exam- 
ination. These labels, attached to the 
merchandise, bear the number of the 
manufacturing permit granted the 
maker. 

The main point in both trade and 
consumer advertising is that the yarn 
is not confined to one industry or 
manufacturer. 

The trade paper advertising is in 
two divisions, the first including the 
retail papers in which educational 
work is carried on among buyers, 
etc., and the second including jour- 
nals of more general type through 
which the advertiser attempts to tell 
the story as a whole to the executive 
groups in the textile trades. 

Consumer advertising is planned 
to tell what Lastex is basically, who 
is making and using it, and where 
the consumer can buy it. In con- 
sumer promotion, it is probable that 
next year the same _ advertising 
schedule as now used will be em- 
ployed, but additions may be made 
extending the list to include mediums 
reaching more general groups of con- 
sumers. 

This year, mass mediums could not 
be employed efficiently because pro- 
duction of merchandise containing 


ithe yarn 


is still relatively thinjy 
spread. Because introduction of the 
product to an industry is a slow 
process, entailing ordering the yary 
months in advance of the time whey 
the finished article can be introduceg. 
the increase in advertising has heey 
retarded somewhat. 
Plan Special Displays 
At the Adamson offices, hundreg 
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of items now made with Lastex are 
on display. These are grouped 
mainly in men’s and women’s (iyj. 
sions. Though the men’s wear indys 
tries were entered within the past 
year and men’s Lastex suits 


an 
nounced to the public only last No. 
vember, it is now possible for a may 
to be completly outfitted in Lastex 
articles, from shoe laces to cap. 

Plans are being made for estab. 
lishment of Lastex departments jy 
retail stores wherein a general col. 
lection of articles may be displayed 
and sold conveniently. A number of 
stores already have featured interior 
and window displays of this nature 
and some of the trade advertising is 
pounding away further on the idea, 

Backing up this phase of advertis. 
ing and promotion is a contact execu. 
tive, working principally on the 
women’s items. She is Margaret 
Bridger, well known as a demonstra. 
tor. Her efforts will be to suggest 
and arrange for displays and adver 
tising tie-ups and give other adver. 
tising and promotional assistance to 
the retailer. 


Sales Jump Rapidly 


Appeals used in the various indus 
tries are different. In women’s items, 
including dresses, gloves, millinery, 
it is largely a matter of stylish fit, 
sometimes support. In men’s lines, 
it is comfort. In draperies and up- 
holsteries, it will be longer wear and 
snugness. 

From the merchants’ viewpoint, 
Lastex solves a perplexing size prob- 
lem, reducing the number of sizes 
carried and allowing greater spread 
of investment over patterns and 


styles. It also reduces alteration costs 


when this is an item in the sale of 
merchandise. 

Lastex was put on the market in 
the fall of 1931. It developed $250,000 
in sales that year. In its second 
year, the total was $1,500,000 and 
last year, its third, the volume 
jumped to $3,000,000. 


Mouth Wash in 
Powdered Form 
Is Introduced 


(Continued from Page 1) 


special quality of the new moutl 
wash, such as safety, effectiveness, 
penetration, pleasant-tasting or solu: 
ble in water. Five Star is also a 
general antitseptic and may be used 
for cuts, scratches, etc., it is said. 

The advertising for Wildroot wil! 
continue the cartoon series instituted 
last year, of which the ball playe! 
sliding into home plate was an oul 
standing example. As the umpire 
waved him out, he added insult 1 
injury by advising him that his 
dandruff was so bad that the use 0! 
Wildroot was indicated. 

Cosmopolitan, Redbook and Tint 
have been added to the 1933 schedule. 
consisting of Collier’s and the Satu’ 
day Evening Post. 


“A. B. A. Journal” Moves 


American Bankers Association 


Journal has moved its Chicago office 
to 1014 Carbide & Carbon Bldg. 


HAND STAMPED 


36 West 44th Street, New York City 


TYPE LETTERING 


. Not Printing, but Lettering with Type (we can use any type face) . . 
hand lettering might be used. 
Graphic Charts — Maps —Presentations — Sales Portfolios — Wall Charts — Posters- 
Display Cards— Ruled Forms. 


A.B. MUIRHEAD, Inc. 


We've been at it for years 


. wherever! 


Murray Hill 2-9824 


a 


The April issue of The Font is now on sale 
at 10c a copy, $1.00 per year. Orders sent 
to 417 N. State St., Chicago, mailed same 
day received. Be sure to read this issue for 


ADVERTISING’S NEW 


BRAIN CHILD 
THE FOOTLINE 
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Five trucks on the constant go! 

Five truck drivers in constant touch with our “Truck 
Dispatcher” here in the office! And able messengers 
for their complement. (How their legs twinkle!) 

Service, friendly reader, service! 

You can get Loop pick-ups from P. & A. within fifteen 
minutes. (Ask the man who calls one.) 

But more: 

While speedy dispatch looms large when you need 
our products, there are other big factors that will make 
you happy with the P. & A. way of serving. There’s 


You Can Get Truck Service from P. & A. 


thirty-three years of “know-how” waiting here for you 
—a fund of Experience constantly helpful to Typog- 
raphers, Advertising Agencies, Advertising Managers. 

We know production. There’s little waste motion here. 

Resulting in a first-quality product upon which you 
can constantly rely. 

Only your test of us will prove how soundly we serve, 
how well we deliver the well known one hundred cents 
worth on your dollar. The number, sir, well worth 
ringing now: 


HARRISON 3732 


Partridge & Anderson Company 


For Thirty-Three Years Proponents of the Best in 


ELECTROTYPES +« NICKELTYPES -« LEAD MOULDS -« MATRICES « STEREOTYPES 


212 Federal Street « Chicago 
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By PHOTOGRAPHIC 
Mm REVIEW OF THE 
= WEEK 


BANTAM BAR ADDS TO LIFE'S JOYS 


-# 


New bantam portable cocktail bar recently introduced by Brunswick- 

Balke-Collender Company, which is gaining much favor. Special 

advertising in the restaurant, hotel and club press is featuring the 
item. 


MARSHALL FIELD DOLLS ARE POPULAR 


oe ee 


Four members of the Beau-manikan brigade of Marshall Field & Co.., 
who are used to display dress fabrics in retail stores. About two feet 
high, these paper dolls are ingeniously devised so that they may be 
dressed in actual fabrics any number of times. They were devised by 


N. W. Ayer & Son. 


seen 


LIPSTICK BAR 


4 
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Lip sli f Y 
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New Lucien Lelong display for 
"Lipstick 21," named for types of 
beverages, and flavored accord- 


ingly! 


DIRECTS NBC SALES 


Edgar Kobak 


LASTEX GIRL 


"Trade mark," used as a symbol 
of Lastex. (Story on Page 1.) 


DEVELOPS A UNIQUE METHOD FOR CLEANING PLUGS 


5 


CLEANED 


«BY THE 


NEW AC METHOD 


(Story on Page |.) 


Outdoor poster being used in the current AC campaign, in which a "Spark Plug Derby" is a feature. 


ARTISTIC, COLORFUL TOUCH FOR KITCHENS 


—_—_ 

meling 

& Stamping Company. The line covers everything from bread boxes 
to salt and pepper sets. 


NEW BOTTLE IS HARD TO OVERTURN 


fm 


One more care of the housewife has been banished by these taper- 
paneled bottles developed by Owens-lllinois Glass Company for 


Wesco Foods Co., Cincinnati. 


UNUSUAL DISPLAY AIDS RUBBER GOODS SALES 


*veaeR coo?” 
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FOR TRUE ECONOMY BUY DAVOL 
QUALITY RUBBER GooDSs pd 


An unusual window display developed by Davol Rubber Company 

which has proven exceptionally popular with the company's dealer’ 

More than twice the usual number of requests for displays were "© 
ceived when this was offered. (Story on Page 15.) 
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